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25% Bigger Bite... 


Chevrolet Share 
of Low Price Field 
Jumps to 44.5% 


Despite Market Sag, | 


' New Linco Detergent 
' Will Bow in Plastic 
Squeeze Container 


Cuicaco, June 7—A new liquid 
dishwashing detergent—this one in 
a squeeze container—will be in- 
troduced here in mid-July. Linco 
,|Products Co. kicks off the cam- 
paign with an ad in the July 12 
Chicago Tribune, plus radio and 
tv spots. 


|West Hits 15% 
Commission as 


‘Crutch, Cover-all’ 


ANA Workshop Also 
Hears Rubel Expand 


Hourly Wage Proposal 


Tostant-dctin = 


New! 2. 


Che || The campaign stresses advan- 
vvy Reports Sales tages of the squeeze container: (1) New York, June 8—The 15% 
Off Only 820 Vehicles = | “No measuring . . . one squirt does Li commission “has been accepted 
| Bho Prroch cnie ned cool eleguace ae hid |a sinkful of dishes,” (2) Linco de- nco without sufficient questioning of 
DETROIT, _ June 8—Chevrolet in ctathing and aportawear «OC tergent cuts grease fast—“Even the its merits weighed against actual 
sales in the first five months of the | = |most stubborn grease (from cold practices, and in too many cases 


year virtually equalled the pace| 


. lamb, for instance) doesn’t put up 
set in 1955, when the company was| 


| much of a fight against Linco’s 


it has been used as a crutch or 
cover-all,” according to Paul West, 


t 
' 


tH 


on its way to an alltime record 
for the industry, T. H. Keating, 
general manager, disclosed yester- 
day. 

Mr. Keating said reports from 
dealers on their retail sales to 
June 1 showed delivery of 690,286 
passenger cars and 132,443 trucks 
—a total of 822,729 vehicles. This, 
he said, was only 820 fewer than 
the 823,549 sales reported for the 
same five months of 1955. 

Chevrolet sales, Mr. Keating 
pointed out, were only 0.1% under 
last year’s record, as compared 
with a much larger decrease for 
the industry as a whole. 

In achieving these results, Chev- 
rolev captured a much larger 
share of the automobile market 
than it had in the record year of 
55. 

For example, Chevrolet’s share 
of total industry passenger car 
sales increased 25% in 1956 to date, 
over the same sales period in 1955. 


® In the low-price field, Chev- 
rolet’s share of the market rose 
from 37.7% in the first four 
months of 1955 to 44.5% in the 
same period this year. 

“There were two other encour- 
aging features in the Chevrolet 
market,” Mr. Keating said. “One, 
we appreciably reduced dealer 
stock during the month of May. 
In other words, dealer sales far 
exceeded their deliveries from the 
factory. 

“Secondly, we continued to add 
to our margin over all competition. 
Passenger car registration tabula- 
tions show Chevrolet nearly 87,- 
000 units ahead of any other make 
in the first four months of the 
year. Our leadership margin now 
exceeds all of last year.” 


Mail Rate Bill 
Faces Opposition 
on House Floor 


WASHINGTON, June 6—Defying 
the wishes of the House Democrat- 
ic leadership, the House rules com- 
mittee today voted to clear the ad- 
ministration’s postal rate increase 
bill for floor debate. 

Top Democrats have been con- 
tending that a bill containing a 4¢ 
rate on first class letters would run 
into overwhelming opposition. 

During a 90-minute hearing of 
the rules committee today, how- 
ever, Rep. Tom Murray (D., 


(Continued on Page 89) 


FOLLOW THE SUN—This is one of 
three color ads Palm Beach Co. is 
running in newspapers for its 
men’s summer wear. The ads fol- 
low the sun north, and currently 
are appearing in 60 newspapers in 
45 northern cities. The first ap- 
peared last week. This one will 
appear the week of June 17. Need- 
ham, Louis & Brorby, New York, 
is the agency. 


Court Rules for 
R&R in Willis’ 
$1,000,000 Suit 


Chancery Opinion 
Didn’t Weigh Written 
Evidence, Judge Holds 


Cuicaco, June 5—Ruthrauff & 
Ryan won a major victory yester- 
day in its legal battle with P. P. 
(Pete) Willis, former R&R account 
executive, when Judge Abraham 
L. Marovitz upset the recommen- 
dation of a master in chancery, 
ruling in favor of the agency. 

Judge Marovitz arrived at the 
following conclusions in making 
his decision: 


® A 1938 contract between Mr. 
Willis and the agency was valid 
but subject to termination by 
agreement of both parties. The 
contract, which Mr. Willis signed 
before bringing the American Air- 
lines account to R&R, provided 
that he was to receive $1,000 
monthly plus one-third of all gross 
agency commissions that exceeded 
$18,000 in any six-month period. 
The contract was to remain in ef- 
fect until he died or R&R lost the 
account. 


® A termination agreement dated 
Feb. 1, 1946, signed by Mr. Willis, 
was valid and terminated the 1938 
contract. (The master had held 
that the termination agreement 
was void and did not cancel the 
contract.) 

® Two checks totalling $6,075 
given to Mr. Willis by Ralph Van 
Buren, former R&R secretary, on 
March 29, 1946, represented a full 
and complete settlement of the 
1938 contract, contrary to the 
chancery opinion. 


= “I try in every case to sustain 
(Continued on Page 92) 


=== instant detergent action.” The con- 


tainer is polyethylene plastic. 

This is Linco’s second venture 
into the detergent business. In No- 
vember, 1954, it introduced one 
called Winko, packaged in a bot- 
tle. The current detergent is es- 
sentially the same, though the 
Winko name has been dropped in 
favor of “maintaining the family 
name.” 

An introductory offer for con- 
sumers will be plugged—5¢ off 
from the regular price on the 12 
oz. can, 10¢ off on the 22 oz. size. 


F 
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POoOF—Linco Products Co., Chica- 
go, is introducing its new detergent 
with this ad in the July 12 Chicago 
Tribune. Radio and tv spots will 
also be used. Henri, Hurst & Mc- 
Donald, Chicago, is the agency. 


The offer is right on the can, in- 
volving no coupons. 

Henri, Hurst & McDonald, Chi- 
cago, is the agency. 


Sell Your Salesmen on Your Companies’ 
Ad Aims, Zenith’s Isgrig Urges Sales Execs 


Cuicaco, June 6—Erik Isgrig, 
vp of Zenith Radio Corp., yesterday 
criticized companies that “spend 
millions of dollars on advertising 


to sell products and not one thin | 


dime to sell their salesmen on ad- 
vertising.” 
“Salesmen must be sold on the 


romance of advertising,” Mr. Is-| 


grig told the 21st. annual inter- 
national distribution congress 


sponsored by the National Sales} 
Executives. “You must create ads! 


must convince salesmen that ad- 
vertising will help them, he said. 

“If your salesmen do not like to 
read your ads to dealers, there is 
something rotten in Denmark,” Mr. 
Isgrig said. “Ads should be written 
clearly and factually so salesmen 
and consumers can understand and 
believe what is said about prod- 
ucts.” 

Companies should keep sales- 
men well informed on all advertis- 
ing plans, he added. A company 


that salesmen believe in. Ads | also should get its dealers to back 
should speak the same language as|up its advertising program, and to 


a person selling a product.” 


get the dealers to integrate their 


Mr. Isgrig urged companies to|advertising with the company’s. 


integrate the advertising and sales 


departments in order to win the|® Valuable data gained from mar- 


close selling decisions. Companies 


(Continued from Page 89) 


Last Minute News Flashes 


Colgate-Palmolive Names Shaw for All Trade Ads 

New York, June 8—Colgate-Palmolive Co. announced today the 
appointment of John W. Shaw Advertising, Chicago, to handle trade 
advertising of all products, effective immediately. Shaw also will 
handle overseas advertising to the armed forces. Ted Bates & Co., 
which formerly handled trade advertising, will continue to handle 
consumer ads for its present roster of products. 


Mead Johnson Boosts Bowen and Evans 


EVANSVILLE, INp., June 8—Mead Johnson & Co., maker of nutritional 
and pharmaceutical products, has appointed Vernon B. Bowen adver- 
tising and sales promotion manager of Mead Johnson International and 
Howard D. Evans to a similar post with the parenteral products divi- 


sion. 


Mossman Heads JWT TV-Radio in Chicago 


Cuicaco, June 8—John E. Mossman has been appointed manager of 
the tv-radio department of J. Walter Thompson Co. here, effective 
June 11. Mr. Mossman, formerly director of tv and radio activities of 
Biow Co., will spend a week in JWT’s New York headquarters before 
assuming his new post in Chicago. He succeeds Peter A. Cavallo, who 
resigned in April to join McCann-Erickson (AA, March 26). 


Schwarz Store Appoints Fred Gardner Agency 

New York, June 8—F. A. O. Schwarz Co. has appointed Fred Gard- 
ner Co. to handle its advertising. Magazines and Sunday supplements 
will be used. The store was formerly handled by George N. Kahn Co. 


(Additional News Flashes on Page 93) 


president of the Assn. of Nation- 
al Advertisers. 

Then he added: “Responsible 
advertising management simply 
cannot condone that kind of loose 
practice.” 

Mr. West spoke before more than 
100 advertisers who attended the 
third annual ANA budget control 
workshop held here yesterday. 

The ANA meeting was closed to 
the press. Excerpts of Mr. West's 
remarks, and those of other speak- 
ers, were made available to AA by 
ANA’s public relations department. 
Mr. West, in his talk, stressed that 
the meeting was not a forum to 

(Continued on Page 92) 


Rivalry for Soft Drinks... 
B&B's ‘56-57 Ad 
Plans Get Citrus 


Commission Okay 


Proposed Budget Hikes 
Magazines, Spot TV; 
Cuts Newspapers, Radio 


LAKELAND, Fta., June 6—The 
Florida Citrus Commission, which 
picked Benton & Bowles to handle 
its $3,000,000 consumer advertising 
account just a year ago this month, 
today gave the New York agency 
a hearty pat on the back and ap- 
proved in principle the program 
outlined by B&B for the 1956-57 
season. 

Last spring, Benton & Bowles 
was forced to vie with several 
other agencies before winning the 
account from J. Walter Thompson 
Co., which had held it for five 
years. This spring there was no 
hint of competition for the busi- 
ness; the commission agreed that 
no other agencies should be per- 
mitted to give presentations. 

A 12-member delegation from 
the agency, headed by Atherton 
W. Hobler, chairman of the execu- 
tive committee, staged a three- 
hour presentation which drew ap- 
proval from citrus commission 
members, administrative staff and 
several industry spokesmen. 


= The proposed program, which 
will have to be tailored to fit re- 
quirements of a still-to-be-de- 
termined budget, was built around 
a suggested figure of $3,200,000. 

This includes $1,571,000 for tel- 
evision spots, $104,000 for radio 

(Continued on Page 92) 
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Soviet Industrial Production Will — 
Equal That of U.S. by ‘66: Benton 


Ex-Adman Cites Russian 
Creation of Competing 


Airlines as Symptomatic | 


New York, June 5—William 


Advertising Age, June 11, 1956 


and ideological warfare. 
“Competitive co-existence,” Mr. 
Benton warned, “is going to prove 
plenty competitive. It may go on 
for the rest of this century, with 
the support of the ‘uncommitted 


HEY, DOUG; WHERE'S 
T T-SHIRT I 
LEFT HERE 


Bulova's Pleased 
But Surprised at 
Hotpoint Ad Plug 


Watchmaker Has No Ad 
Plans to Use Washer in 


/ ~ascwozl 


, 


Benton, co-founder of Benton & | billion’ of the earth’s population as 
Bowles and former U.S. senator | the prize. . : F 
from Connecticut, told the Sales Mr. Benton cautioned his audi- 


Executives Club of New York to-| &mce against underestimating the 


‘Waterproof’ Clincher 


New York, June 5—Bulova 
Watch Co. officials were “surprised 


i ahi A i Sl SB SE AES 


day that western nations face 
increasing economic competition 
from the Soviet Union. 

The ex-adman, who recently re- 


turned from a three-week trip to| 
Russia, said that while the basic | 


aim of the Soviets is still to com- 
munize the world, their strategy 
and tactics have been altered to 
place the emphasis on economic 


4th Consent Decree 
Ends Meredith Case 


WASHINGTON, June 6—Attorney 
General Herbert Brownell today 
announced that a fourth wholesale 
book distributor has signed a con- 
sent settlement terminating anti- 
trust litigation which stemmed 
from an alleged conspiracy to pre- 
vent New York area discount 
houses from handling books pub- 
lished by the Meredith Publishing 
Co. 

Today’s agreement, with Peri- 
odical Distributors of Greater New 
York, is identical with the decree 
accepted by Meredith and three 
wholesale distributors early last 
month. It is designed to prevent 
boycotting and price fixing in the 
sale of Meredith books. With to- 
day’s settlement, the case is closed. 


Russian industrial potential. He 
pointed out that the Soviet Union 
has made dramatic economic gains 
in the past 10 years and “is now 
second only to the U.S. as the 
world’s largest industrial power.” 
He cited British estimates that 
Soviet production will match U.S. 
output by 1966. 


® He reported the Russians are 
promoting “socialist competition” 
within industries to stimulate pro-| 
duction. 
“The fact that the Soviets have} 
three complete airline industries| 
competing with each other is said| iim 
to be one reason for the excellence | Hi 
of their planes,” he said. 
Mr. Benton also reported that 
the new Kremlin leaders seem}! 
more willing to admit they can} 
learn from western capitalism. He | "yes s= . 
said Russian magazines today are) Mamnawr coon raers 


saying, in effect, “Comrades, let us| 2 ; 
: 
- & 
eed 


ors Slinky 


LER, PAT RAN 


not be arrogant. We have much to 
learn from the West about produc- | Sees 
tivity.” | S33 

In Mr. Benton’s opinion, the | Sven 
growing Soviet economy offers) Bea 
three main challenges to American | 


Fe bayer memes Fae 
© Pee deny hentinne, 
. —) 
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and delighted” last week to learn 
that the company’s waterproof Bu- 
lova Clipper was featured in a 
“tie-in” campaign about which 
they had no knowledge. 

Actually, it wasn’t until AA in- 
formed Bulova that General Elec- 
tric’s Hotpoint home laundry de- 
partment had given it a free “plug” 
in a series of ads that the folks at 
Bulova learned of the tie-in. 

The series ran recently in Better 
Homes & Gardens, Ladies’ Home 
Journal, Life, Parents’ Magazine, 
and True Story. All one Bulova 
official could say, on hearing the 
news, was “Where? What? When?” 


19TH HOLE—When the “Mac Divot” | 
comic panel (above) (syndicated 
by the Chicago Tribune) appeared 
in the San Antonio News April 16, 
the same day the Glenmore ad 
(D’Arcy) at left appeared in Time, 


(Continued on Page 72) 


" readers were astonished at the “co- New Law O.K.s Price 


incidence.” It turns out, however,| 


that the ad was a repeat; it pre-/ Cuts If Fair Trade 


‘viously had run in June, ' 


tm 
Life, Newsweek, and The New Enforcement Lags 


Yorker, as well as in Time. In the | Harrisburc, Pa., June 5—Penn- 
meanwhile the fivesome had lost @| syivania’s Gov. George M. Leader 
member and gained a valet, and has signed into law a bill passed 
the Scotch and bourbon—naturally by the state legislature making 


and “Call me back later and I’ll : 


Tim Morrow 


Tim Morrow, Agency 
Head, Joins Henri, 


Hurst & McDonald | 


Cuicaco, June 6—Tim Morrow, | 
who has been creative head of the | 
agency he founded eight years 
ago, Tim Morrow Advertising, has | 
joined the executive staff of Hen- 
ri, Hurst & McDonald. 

Mr. Merrow, who will be a vp, 
will continue to serve his clients, 
who include Ditto Inc.; Felt & 
Tarrant Mfg. Co.; Comptometer 
dictation-transcription machines; | 
Aluminum Specialty Co., maker of | 
housewares; Pioneer Service &| 
Engineering Co.; A. J. Industries, 
maker of Roll King golf carts; 
Peau Seche cosmetics, and Scold- 
ing Lock Co. 


® Martin Zitz, president of Henri, 
Hurst, described the move as an-| 
other step in the “diversification, | 
expansion and strengthening of 
creative efforts planned by the 
new Henri, Hurst & McDonald 
management team.” 

Personnel of the Tim Morrow 
agency who join Henri Hurst in 
this move are Ted Carlon, copy; 
Henry Morton, copy; Sid Stine, 
art; Richard Olar, art; Robert 
Peota, production; Morton Small, 
service; Kay Whitehead, media, 
and Phyllis Cambron, secretary. | 


(Continued on Page 91) 
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—had disappeared. 


Majer Co. Chose Zlowe to Handle National 
Ad Debut on Basis of Market Research Job 


New York, June 7—The Majer 


|Co., a 25-year old company which 


specializes in the manufacture of 
men’s all-wool slacks, has just 
taken the first two steps toward 


| becoming a national advertiser. It 
|has selected an advertising agen- 


cy—the Zlowe Co. And its first ad 
broke a week ago in The New 
Yorker. 

Gene Kramon, vp of the com- 
pany, told AA that he screened ten 
agencies before appointing Zlowe. 

“We have always felt,” he said, 
“that it was a mistake to go into 
national advertising too early. That 
is why we took care of our pro- 
duction and distribution setup be- 
fore we even thought about adver- 
tising.” 

The company intends to make 
Majer 100% wool slacks a nation- 
ally known brand name in the 


|course of the next few years. It 


has 700 outlets now and sells di- 
rectly to retailers in virtually every 
state of the Union. 


‘Junk’ Trade Books 
Dilute Business Ad 
Efforts, SBME Told 


WASHINGTON, June 7—‘“Junk” 
business publications with “sloppy 
ethics” that attract unwary space 
buyers are “dissipating the over- 
all effectiveness of the industrial 
advertising dollar and pose a 
threat to all industrial publica- 


tions,”’ according to C. E. St. Thom- 


as, advertising and sales promotion 


|manager of the Carboloy depart- 


ment of General Electric Co. 
Addressing the Society of Busi- 
ness Magazine Editors here today, 
Mr. St. Thomas warned that “in- 
effective” business publications 
that make little editorial contribu- 
tion are harming responsible pub- 
lications in two ways. First, he 
said, they draw many advertising 
dollars into an ineffective media 
group, thus reducing the total ef- 
fectiveness of all industrial ad- 


(Continued on Page 91) 


During the past few years, while 
the company was building up its | 
|distribution, Mr. Kramon said, a| 
number of advertising agencies | 
tried to persuade Majer to under- | 
ape national advertising. 


‘a A few months ago he invited 
| these agencies to make suggestions 
for an advertising program. Others | 
learned of this and asked for an 
opportunity to make presentations. 
He declined to name the agencies. 

“The main things we wanted,” 
Mr. Kramon said, “were original- 
ity, especially new ideas. Above) 
all we didn’t want our own 
thoughts brought back to us in re- 
hashed ways. 

“We were looking for an agency 
that could take on our account) 
\for a long pull—people interested 
in tomorrow as well as today—| 
who didn’t expect us to pay the 
agency’s rent. 

“The predominant mistake made | 
by most of the agencies,” he said, | 
“was that they ‘yessed’ us to 
death. They agreed with every- 
thing we said, never questioned 
anything and didn’t know the dif- 
ference between fact and fiction. 
All made presentations, and most 
of them were as dull as dishwater. 

“Zlowe, on the other hand,” Mr. 
Kramon said, “asked questions, 
came prepared with data on the 
market potential and insisted on 
going out into the field to make 
inquiries about the product and its 
potential before making any sug- 
gestions. 


s “It sent out-shoppers in a 100- 
mile radius to find out whether 
there was any brand identification 
for slacks and what retailers’ re- 
actions were concerning brand 
names. 

“We didn’t see anything more 
of Zlowe until it had completed 
its market research. At the end of 
three or four weeks it presented a | 
basic concept for an advertising 
program for Majer slacks. It sug- 
| gested a series of ads in The New 
Yorker and extensive merchandis- 


Campaign Packet 


(Continued on Page 95) 


Carbonation Deal... 


Aims to Stir Ads 
By Local Bottlers 


Fizzwater Bottling | 
Group’s Campaign Is | 
Set by Kaufman Agency 


WasuInGTON, June 7—In Roch-| 


jester, N.Y., and perhaps half a 


dozen other markets, members of | 
the American Bottlers of Carbon- 
ated Beverages are breaking out 
with institutional advertising 
drives hitched to the theme, “Life 
is great. ..when you carbonate.” 
While the campaign was pre- 
pared by Henry J. Kav‘man & As- 
sociates here, and the materials are 
distributed by the association, 
campaigns are being arranged and 


(Continued on Page 91) 


The newspaper 
said to keep enough 


in the refrigerator. 


failure of manufacturers to en- 
force fair trade prices among com- 
petitors a “complete defense” for 
underselling by retailers. 

The bill provides that if no ac- 
tion is taken within five days, 
when notice of underselling is 
served on the manufacturer, the 
retailer who filed the complaint 
may cut prices below the fair 
trade, with a complete defense. 

A similar bill giving manufac- 
turers 20 days to act was vetoed 
earlier in the session by Gov. 
Leader on the ground that the long 
waiting period could spell bank- 
ruptcy for the merchant who 
stayed with fair trade while his 
competitors cut prices. 


Farkas Joins Magill 

Frank E. Farkas, president of 
X-Ray Visual Sales Method, Chi- 
cago, has joined Magill-Wein- 
sheimer Co., Chicago, as a special- 
ty sales representative. X-Ray 
Visual is a producer of visual 
sales presentation booklets; Magill 
produces printing and point of sale 
advertising materials. The associa- 


|tion was formed to offer clients 


of both organizations a more com- 
plete service. 


on the radio 


said to keep 


plenty around 


the house. 


MERCHANDISING FOLLOW-THROUGH—Included in the kit supplied by 


American Bottlers of Carbonated 


Beverages to local bottler groups 


is a series of 12 jumbo mailing cards advising grocers and other 
outlets of promotion under way for soft drinks. Each card has eye- 


catching 


cartoon, 
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ABC-TV Can Sign 
Mexican Station, | 
FCC Examiner Says © 

WasHIncron, June 6—A Federal | 
Communications Commission hear- 
ing examiner ruled today that the 
ABC network has a right to affili- 
ate with XETV, Tijuana, Mexico, 
in order to assure itself a depend- 
able ou‘let in the San Diego area. 

In an initial decision, which is 
subject to review by the full com- 
tnission, Hearing Examiner Her- 
bert Sharfman pointed out that 
ABC has been unable to obtain 
clearance for many of its programs 
because the two stations located in 
San Diego across the border from 
Tijuana are affiliated with NBC 
and CBS. 

“Faced with a practical inability 
to secure a fulltime affiliate in 
the important San Diego area,” he 
said, “and unwilling as an aggres- 
sive network competitor any long- 
er to put up with arrangements 
dictated by the convenience of the 
protestants, ABC has gone beyond 
the borders of the U. S. for a satis- 
factory affiliate.” 


‘© A protest had been filed by 
KFMB-TV and KFSD-TYV, both of 
San Diego. But Mr. Sharfman 
ruled “there is no basis for con- 
cluding that XETV, licensed by a 
friendly foreign government, may 
not compete freely and lawfully 
with stations licensed by the U. S. 
across the border for the dollars 
of U. S. advertisers.” 

He said approval of ABC’s affil- 
iation with XETV serves the public 
interest by enabling the San Diego 
area to receive more network pro- 
grams at the correct times; by im- 
proving ABC’s ability to compete 
in San Diego, on the West Coast 
and in the U. S. as a whole, and by 
serving to stimulate the inter- 
change oi programs between U. S. 
and Mexican stations. 


Appliance Maker 
Used Ads to Fix 
Prices, Says Suit 


Canadian Government 
Will Prosecute Moffats 
on Co-op Ad Device 


Ottawa, OnT., June 5—The Ca- 
nadian government will launch a 
prosecution against Moffats Ltd., 
of Weston, for alleged attempts to 
maintain resale prices through a 
system of advertising allowances. 
Three unnamed dealers, in Hamil- 
ton and Toronto, also have been 
included in the action. 

‘ The precedent-setting case, 
slated for hearing in September, 
stems from a report of the restric- 
tive trade practices commission, 
charging the household appliances 
manufacturer with violating new 
provisions of the Combines Inves- 
tigation Act prohibiting resale 
price maintenance. 

The hearing will mark the first 
time that a company has been ac- 
cused of attempting to induce deal- 
ers to sell their products at com- 
pany-established prices through a 
system of advertising allowances. 
Moffats makes electric and gas 
ranges, air conditioners, refrigera- 
tors and washers for distribution 
throughout Canada. 


s The commission reported that it 
has been the practice of Moffats, 
under its cooperative advertising 
plan, to contribute to the cost of 
certain newspaper advertising by 
its dealers, provided the prices 
mentioned, as well as other fea- 
tures of the advertisements, met 
with Moffats’ approval. In this 


(Continued on Page 95) 


Four Famous Women 


ee a 


WATCH 


eir Hats Off! 


YET YOU CAR OWN THEM THIS YEAR 


Wess $9G tungs are Pap 


FAMOUS NAMES—Above glimpses of Westinghouse’s new appliance 

built-ins, Lilly Dache, Martha Scott, Eleanor Steber and Myra Wal- 

do sound off in this color spread on what they like about the com- 

pany’s appliances and light bulbs. Part of Westinghouse’s new 

name-building effort, the ad will run in Ladies’ Home Journal and 
The Saturday Evening Post, probably in July. 


Something to ‘Watch’... 


Westinghouse Dons New ‘Corporate 
Image’ for Public and Customers 


Beyond Product Drives 
Some $5,000,000 Will Be 
Spent on Company Copy 


By L. S. Botts 

PirtspurGH, May 29—Whether 
you call the changes “institution- 
al,” or “brand image” or “corpor- 
ate”—or simply different—it’s be- 
coming obvious that post-strike 
Westinghouse is a new and versa- 
tile advertiser. 

With all three of its agencies be- 
hind it, Westinghouse has launched 
a big and complex advertising 
drive extending at least through 
this year’s elections and including, 
among others, these two large or- 
ders: ‘ 

1. To boost the company’s con- 
sumer sales back to the top, with 
an ultimate sales goal of $1 billion 
a year (AA, May 28). 

2. To do it, in significant part, by 
means of a spell-binding “brand 
image” campaign which will ad- 
vance Westinghouse as a progres- 
sive, imaginative research and en- 
gineering company. The content in 
this “institutional” sector will tend 
to emphasize industrial and re- 
search projects, but it is hoped 
that the image created will dazzle 
customers on both the consumer 
and industrial sides. 


= Point 2 of this program is the) 


really new one. It got a try-out 
last year, when Ketchum, MacLeod 
& Grove produced some atomic 
power ads, but this year it becomes 
a major effort. As top Westing- 
house officials have admitted, the 
company has traditionally bet 


everything on product advertising, | 


letting the “image” take care of 
itself except for the single asser- 
tion: “You can be sure...” 

A result has been, apparently, 
that Westinghouse has found itself 
an image anyway—as a solid, rep- 
utable, unexciting heavy goods 
producer whose most intriguing 
discovery was perhaps Betty Fur- 
ness. Meanwhile, such companies 
as DuPont, U. S. Steel, AT&T and 
—the arch-competitor—General 
Electric had been waltzing across 
the public forum with pictures of 
themselves as problem-solvers, vi- 
sionaries, creative geniuses. 

This is an omission that is to be 
remedied. The fact is that West- 
inghouse has been in on all kinds 
of futuristic technological devel- 
opments, including the atomic 
power plant for the submarine 
Nautilus, and covering the whole 
technological frontier from atomic 
power to medical research. From 
now on, it will tell about them, in 
approximately this fashion: 


e A strictly “corporate” campaign 
aimed at business management and 
other “thought leaders” has al- 
ready started in four news maga- 
zines, Editor & Publisher and the 
Wall Street Journal (AA, May 28). 
It consists of news-style b&w 
spreads which feature atomic pow- 
er (“Year One of the Peacetime 
Atom”), automatic control systems 
for assembly lines, tv tubes which 
enable pilots to land planes in 
darkness, and the like. 


e What Westinghouse considers 
the greatest promotional package 
in its history—the radio-tv cov- 
erage of the ’56 Presidential con- 
ventions, campaigns and election— 
(Continued on Page 66) 


‘Profit for Many’... 


Let's Force U.S. Action on Channel 
Dearth, Landau Urges Nets, Film Men 


No Film ‘Conspiracy,’ 
Says NTA Head; Doubts 
NBC Acts from ‘Altruism’ 


New York, June 6—Ely A. Lan- 
dau, president of National Tele- 
film Associates, has called on net- 
works and film syndicators to 
unite in a campaign to eliminate 
the “bottleneck” which, he said, 
prevents the operation of a truly 
competitive tv system. The bottle- 
neck, he said, is the shortage of tv 


At So Much a Word, 
They Keep It Crisp 
On Radio Afghan 


WASHINGTON, June 6—A visiting 
broadcaster from Afghanistan ex- 
plained today why it is costly for 
a business man in Kabul to be 
excessively wordy in his radio 
commercials. 

Abdul Hak Waleh, program di- 
rector of the government-owned 
station Radio Kabul, reported that 
commercials are sold at a flat rate 


of so much per word. Commercials 


are read consecutively in 20 min- 
ute to half hour periods each 
morning and evening, and are 
among the station’s most popular 
features, he reported. 

Mr. Waleh is spending three 
months on the staff of WGAY, Sil- 
ver Spring, Md., and is one of 20 
foreign radio and tv _ specialists 
brought here under a specialist 
training program of the interna- 
tional education exchange pro- 
gram of the State Department. 


channels. 

Mr. Landau made the suggestion 
in a letter to Robert Sarnoff, NBC 
president. The film executive’s 
letter was prompted by the net- 
work’s statement to the Senate 
commerce committee (AA, May 
28), charging major film syndica- 
tors with trying to destroy the net- 
work system to make room for 
their own product. 

The head of NTA, which was not 
included in the group singled out 
by NBC, denied that such a “con- 
spiracy” exists. He said the real 
issue is not one of network vs. film, 
but one created by the shortage of 
stations and networks. 


= “Let’s push for the only change 
that will eliminate today’s bottle- 
neck, today’s stranglehold,” Mr. 
Landau urged. “Let’s direct our 
united voices at the government 
agencies that can do sornething 
about the situation—the only ones 
who can. 

“Let’s press for a solution of the 

uhf problem, for de-intermixture 
where de-intermixture is the only 
answer, for more stations, for 
| healthier stations. 
“The true answer to the network 
| dilemma is more stations—broad- 
lening the base of broadcasting. 
|More stations must inevitably lead 
to more networks, which in turn 
will mean more competition both 
for affiliates and for the national 
advertising dollar.” 

Before making his plea for unity, 
Mr. Landau challenged NBC's 
statement on several points. He 
took exception to the “inference 


(Continued on Page 31) 


Below $400 Is Paramount's ‘Iffy’ 
Price on ‘One-Gun’ Color TV Sets 


New York, June 7—Three color 
tv sets, made with the one-gun 
Lawrence tube and designed to sell 
for under $400, were demonstrated 
here this week by Paramount Pic- 
tures Corp. 

The demonstration was staged 
at the company’s annual stockhold- 
ers meeting. Hand-made by Chro- 
matic Television Laboratories, an 
affiliate, these sets are not being 
made on a commercial scale yet. 

Nor is the single gun tube, de- 
veloped by the West Coast phys- 
icist, E. O. Lawrence, being 
turned out in volume. This is being 
held up because of problems with 
the color selection device in the 
tube. 


s Barney Balaban, president of 
Paramount, told the group: “I be- 
lieve that the design development, 
both for the Chromatic tube and 


Highlights of This Week's Issue 


A. G. Spalding sets up time pay- 
ment plan for golf clubs, ac- 
cessories 

Capehart, under new ownership, 
will market new line of tv 
sets 

Admiral buys tv and radio manu- 
facturing division of Raytheon 
ee ee Page 26 

Quarter-hour tv travel films are 
more popular with tv stations 
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What They're Saying 


the circuitry in the set, has 
reached the stage of commercial 
acceptability. The only problems 
remaining are in the production 
design of some of its components. 
Encouraging progress has been 
made in the last couple of months 
in this regard. 

“We have good reason to believe 
that when the latter has been ac- 
complished, we will be able to of- 
fer to the industry a color tv set 
which can be sold to the public at 
a price below $400 per set.” 

Despite the recent drop-off in 

(Continued on Page 90) 


TRE HOUSE OF BFAGRAM 


FOR DADS—Seagram Distillers Co. 
will use this moderation message 
in 135 newspapers in 108 markets 
during the week preceding Father’s 
Day, June 17. The ad is the 22nd 
of its kind which the House of 
Seagram has published since 1934. 

Warwick & Legier is the agency. 
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Direct Mail Must 
Be Used Like Other 
Media, Chait Says 


New York, June 7—Direct mail 
users today were cautioned to 
steer clear of “hit and run” tech- 
niques that were developed in the 
‘20s and which merely “skim the 
cream off the top of the market, 
leaving the bulk of it untouched.” 

The warning was given by Law- 
rence G. Chait, vp of R. L. Polk & 
Co., Detroit, who told the Hundred 
Million Club here that today’s 
direct mail problems are vastly 
different since “advertisers are 
concerned with a saturation and 
penetration form of advertising.” 

Though the direct mail business 
has grown enormously, with $15 
billion being spent in this medium 
last year, Mr. Chait indicated that 
some make the mistake of staying 
with policies developed by a few 
men over 30 years ago. 

“Those early developers of our 
school of advertising were primar- 


ily concerned with low-cost items 
that enjoyed a regularity of repeat 
sales, mainly in the publishing in- 
dustry, but,” Mr. Chait declared, 
“the principles they developed do 
not necessarily apply to all man- 
ner of situations, all manner of 
products and all manner of price 
tags.” 


® Charging that the traditional 
view of direct mail held by some 
potential advertisers has prevented 
many of them from using the me- 
dium profitably, Mr. Chait said it 
Was necessary to create in the 
“mind’s eye” of the advertiser a 
wedge for explaining “how direct 
mail can be used to sell refriger- 
ators, television sets, power lawn 
mowers and automobiles.” 

Within the last few years, he 
said, some manufacturers of such 
consumer goods have turned in- 
creasingly to direct mail, and they 
are “finding their own forms and 
methods, their own way of using 
this medium in terms of 1956.” 

A significant trend, Mr. Chait 
felt, is the nation’s auto manufac- 


turers’ using direct mail “just as 


they employ television, magazines | fp ast, 


and newspapers with the same se- 
rious top level attention as they 
give these other media. 


s “The automobile industry is the 3 
first in which direct mail has been | | 
adequately scrutinized along ac-| / 


cepted advertising research lines.” 
The recent decision by Harlow 


H. Curtice, president of General | 


Motors, to the effect that the com- 
pany in the future would pay for 


—“in their entirety”—certain ma-| 


jor direct mail programs used by 
GM’s vast dealer organization was 
pointed to by Mr. Chait as being 
“a shrewd estimate of direct mail’s 
great value” 
program of the corporation. 

In the past, Mr. Chait said, di- 
rect mail promotions by GM and 
dealers were on a cooperative ba- 


sis. Dealers were left with final | 
responsibility for using direct mail | 


or not. 

“The huge aggregation of adver- 
tising talent at the disposal of the 
parent companies allowed these 


Industrial Plum Gives Omaha Area a - 


*12,000,000 ANNUAL 
INCREASE IN BUYING POWER! 


The Omaha, Nebraska, area will soon 
gain a new $12,000,000 annual pay 
roll. This increase in area purchasing 
power was announced by the West- 
ern Electric Company who will build 
a new manufacturing plant south- 
west of the city. Estimates of West- 


spend. 


ern Electric’s investment run as high 


as $50,000,000. 


Look to the Midwest 

Increasing numbers of manufac- 
turers are becoming aware of the 
great possibilities of the Midwest. 
Agriculture, still a powerful eco- 


nomic force, is being 


industry. The blend of diversified 
activity here promises long life for 
the area’s bustling prosperity. 


The Right Climate for Sales 
This is the growing, diversified, ac- 
tive market delivered by The Omaha 


World-Herald. This one single me- 
dium covers 100% of Omaha families 
and 3 out of 5 families in all of the 
Nebraska-Western Iowa 103-county 
area... altogether 114 million people 
with more than 2 billion dollars to 


balanced by 


tional 


office. 


GET MORE FACTS: Ask for 
your copies of The World- 
Herald's new Consumer Anal- 
ysis survey of Greater Oma- 
ha and the latest Circulation 
Analysis of the Nebraska- 
Western lowa market. Ad- 
dress requests to the Na- 
Advertising Depart- 
ment, Omaha World-Herald, 
or any O'Mara & Ormsbee 


253,647 Daily 


Omaha 
World-Herald 


264,886 Sunday 


Publisher's Statement for March 31, 1956 
O'Mara & Ormsbee, National Representatives 


New York ® Chicago ® Detroit © Los Angeles 
, San Francisco 
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WEATHER WISE—This turtle, a rep- 
lica of Plastone-Turtle Wax Co.’s 
trademark, is mounted atop a Chi- 
cago building. Beginning June 15 
it will, by changing color, foretell 
the city’s weather. Victor Sign & 
Display Co. designed the display. 


advertising amateurs to make de- 
cisions which were the proper re- 
sponsibility of advertising men,” 
Mr. Chait said. 


s The automobile industry, he 
added, has now arrived at the point 
where it wants “to use direct mail 
as advertising and employ direct 
mail as a strategic rather than a 
tactical advertising tool. 

“Such advertisers start by em- 
ploying direct mail’s prime virtue 
— its ability to pinpoint all of those 
people who are prospective buyers 
of their products and then set out 
to reach those people on a multi- 
impression basis.” 

Considerable difficulty lies in 
the problem of assembling mailing 
lists capable of reaching “the most 
logical prospect market,” accord- 
ing to Mr. Chait. 

“What the advertiser desires is a 
constantly updated census type 
mailing list, highly mechanized 
and available from one source,” he 
said. 

Though in the past no adequate 
consumer profile, multi-million 
quantity mailing lists have existed, 
Mr. Chait said, “I believe we are 
within sight of a total solution of 
this problem.” 


= TT 


Advertising Age, June 11, 1956 


The huge potential of direct mail 
will be achieved, he said, with the 


= |development of a commercially 


available socio-economic profile of 
|the buyers in the country. Ma- 
| chinery for this development, 
though not fully developed, he 
said, is at least in the pilot model 
and blueprint state. 

| “The constant updating of the 


P| lists will represent an expenditure 
= | of many millions of dollars, but we 


believe it will be worth it,” he 


S| concluded. 


s The Hundred Million Club also 
honored Willa Maddern, president 
of Willa Maddern Inc., mailing list 
supply and brokerage house, and 
one of the club’s founders, at a 
special luncheon. 

Miss Maddern is celebrating her 
25th year in the mail advertising 
field. She began her career as a 
clerical worker for The Review of 
Reviews and Golden Book, later 
becoming circulation director for 
these magazines and for The Liter- 
ary Digest. She started her own 
mail advertising company 18 years 
ago. 


Norge Names Tobin PR Head 

Norge division of Borg-Warner 
Corp., Chicago, has decided to 
handle its own public relations 
and has appointed Andrew J. 
Tobin public relations director. 
Mr. Tobin was formerly with 
Harshe-Rotman Inc., pr company 
which is now closing out its serv- 
ice on the Norge account. 


Gretta Van Dyke Named 
Gretta Van Dyke, formerly a 
staff radio-tv writer and producer, 
has been named radio and televi- 
sion director of Advertising Coun- 
selors of Arizona, Phoenix agency. 


Lisy Joins John W. Forney 

Clayton Lisy, formerly account 
executive and merchandising man- 
ager of Knox Reeves Advertising, 
Minneapolis, has joined John W. 
Forney Inc., Minneapolis, as an ac- 
count executive. 


Some 
try to rake in 


vv YY Y ~=with teeth facing the other way, 
poling bad = oy But'let us show 
you the right way. rite now 
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WALK aovernising trocrarny 
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Attention getter night or day 
...emblems of SCOTCHLITE 


REFLECTIVE SHEETING 


Smart advertisers are wide awake to this fact . . . over one-third 
of our nation’s traffic moves after dark (and with more persons 
car, too). To attract the attention of this prime audience 


Secehadie, specify emblems of 


brilliant, full-color SCOTCHLITE 


Reflective goes Low-cost emblems of SCOTCHLITE Sheeting 


live a long, beautiful life . . . and 


deliver your message with equal 


impact day or = 08 A free demonstration in your office at your 


convenience can 


arranged pronto. Just write, Minnesota Mining 


and Manufacturing Co., Dept. AA-6116, St. Paul 6, Minnesota. 


“SCOTCHUTE” Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg. Co. 
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Sprawling Chicago can’t really be reached by any one 
daily newspaper. Fact is: no one paper here reaches even 
half the people. You need two papers to reach a majority 
—and one of them must be the Chicago Sun-Times. Rea- 
son is: the Sun-Times hits the younger market. Fact is: 
the Sun-Times alone is read by more young women (un- s 
der 35) than any other paper in this giant market! we 


Growing 
with Chicago 


NEWSPAPER OF THE NEW CHICAGO 
211 W. Wacker Dr., Chicago + 250 Park Ave., N.Y. C. “ 
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The nation’s Regan Named Ad Director 
ICAN aoe D. L. Regan, who formerly had 
4 : a Rane eanter his own office in New York and 
S audience of Culpeper, Va., has been appointed 
> 30,000 tonnage = acivertising director of the Nation- 
eid ~ buyers |al Assn. of Home Builders’ publi- 


The metal industry's cation, Correlator, with headquar- 


E “Market A : > 
‘ ghee wow | ters in Washington. 
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NATION'S LARGEST TRADE TERRITORY 


FOOD SALES 
$145,183,000 
in 1955 


46.5% over 1950 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


'Foreign Business Men 


Business Papers for Entre to U.S., Lurie Says 


| WasHiIncton, June 5—A mem- 
|ber of one of the official trade 
mission teams which the Depart- 
|ment of Commerce has been send- 
ling to foreign trade fairs this 
|spring reported today that Euro- 
pean business men are particular- 
ly interested in knowing about 
trade and technical publications 
which provide a low-cost adver- 
tising medium for reaching the 
American market. . 
| Richard G. Lurie, editor of 
|American Exporter, said that 
many foreign business men have 
the impression that entry into the 
American market depends on huge 
advertising campaigns costing mil- 
lions of dollars. - 
| He said that business men who 
consulted the U.S. trade mission at 
the Milan Fair were surprised to 
discover that they could contact 
American outlets for their prod- 
ucts by using inexpensive ads in 
| specialized trade and_ technical 


Fail to Use 


publications. 

Mr. Lurie was one of 12 busi- 
ness men who received certificates 
|of appreciation from Commerce 
| Secretary Sinclair Weeks today for 
cooperating with the government 
|trade mission program. The men 
| were members of three and four- 
|man teams which spent six to 
eight weeks in various European, 
Asian and South American coun- 
tries talking with business men 
who are interested in arranging 
import or export contacts with 
Americans. 


| 


s Each team manned a trade in- 
formation desk in the U.S. Gov- 
ernment exhibit at a major foreign | 
trade fair, to interview business 
j|men seeking trade information. 
|For four to six weeks in advance 
of the fair, the teams toured the 
host country, talking with busi- 
ness men and business groups in 
all major cities. 
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Examples of United’s low Air Freight rates 
per 100 pounds* 


CHICAGO to CLEVELAND $4.78 
NEW YORK to DETROIT $5.90 
DENVER to OMAHA $6.42 
LOS ANGELES to SEATTLE $9.80 
CHICAGO to LOS ANGELES . $17.75 
PHILADELPHIA to PORTLAND $24.15 


*These are the rates for printed matter. They are often lower 
for larger shipments. Rates shown are for information only 
are — to change, and do not include the 3% feder: 
tax on domestic shipments. 


For service or information, call the nearest United Air Lines Representative. Write for free Air 


Freight booklet, Cargo Sales Division, Dept. K-6, United Air Lines, 5959 


Ship fast 


UNITED'S radar-equipped DC-6A Cargoliners® are 
the world’s fastest commercial cargo planes! 


UNITED alone links all the major markets in the East, 
Midwest, all the Pacific Coast (and Hawaii)! 


UNITED specializes in scientific handling. One ex- 


ample: recessed-wheel pallets 


UNITED'S special nets and compartments give extra 
protection to printing plates, displays! 


Ship United 


UNITED guarantees you space dependability through 
its centralized Customer Service system! 


UNITED also offers reserved Air Freight space on all 
equipment—and Telemeter Airbill service! 


\ 


DCSA 


J Uniteg 


S. Cicero Ave., Chicago 38. 


AIR LINES 


to speed loading! 


TONY WHAN, a vp and director of 
Pacific Outdoor Advertising, Los 


Angeles, has been promoted to 
senior vp. Mr. Whan, who also will 
continue as president of Pacific 
Indoor Advertising, a Pacific Out- 
door subsidiary, this week was 
elected board chairman of the Na- 
tional Sales Executives (see story 
on Page 1). 


As part of their equipment. the 
trade mission teams have commer- 
cial libraries stocked with cata- 
logs, directories, business papers 
and other informational materials 
required by publishers. Most teams 
include a marketing specialist 
equipped to explain the role of 
trade periodicals in U.S. market- 
ing procedures. 


s Eugene M. Lang, president, Re- 
sources & Facilities Corp., New 
York, who served on the Lyon and 
Paris trade missions, confirmed 
Mr. Lurie’s report. 

“Often,” he said, “we just pulled 
out a trade publication and sug- 
gested that an American contact 
could be found simply by looking 
through the advertising.” 

Among the other business men 
honored by Secretary Weeks today 


‘was Dr. Vergil D. Reed, vp of J. 


Walter Thompson Co., New York, 
who served on the Osaka trade 
mission. 

Commerce Department officials 
reported that nearly 3,600 foreign 
business men in 57 cities consulted 
with the four trade missions. In 
addition, another 1,200 consulted 
trade mission personnel at the in- 
formation centers at trade fairs. 


s The mission to Japan, which in- 
cluded Dr. Reed, contacted 1,300 
Japanese business men in 16 cities, 
and consulted with another 600 at 
the Osaka fair. One of Japan’s big 
problems, Dr. Reed reported, is 
to live down its reputation for 
“cheap” merchandise. 

He said members of the trade 
missions urged Japanese manu- 
facturers to study the U.S. mar*et 
so that they could sell items for 
which there is a legitimate need, 
rather than merely undercutting 
the price on items that are already 
available. 

Members of the mission to Italy, 
who made more than 3,000 con- 
tacts at the Milan Fair, advised 
Italian business men that to sell 
in America they must know the 
American market. Individual re- 
ports by members of other trade 
missions indicated that many of 
the hundreds of business men con- 
tacted also lacked elementary in- 
formation about channels of trade 
in this country. 


Kids Buy Most for Mom's Day 

Children are expected to spend 
about $68,320,000 for Father’s Day 
presents this year, according to 
Lester Rand, president of the 
Youth Research Institute. This is 
far short of the Mother’s Day ex- 
penditures which came to some 
$100,960,000, the Institute reports. 


Mutual Elects Klaus VP 

Mayo S. Klaus, Mitchell, Mc- 
Candless & Klaus, Cleveland, has 
been elected vp and sales manager 
of Mutual Transportation Adver- 
tising. Mutual is comprised of 44 
transit advertising companies. 
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“How does your doctor treat you... 
like a patient — or like a child ?” 


Why do some ads get a 


By this time, you're probably pretty 
familiar with the recent Advertising 
Research Foundation study on ad- 
rating methods. But you may have 
missed two significant points: 


1. Ads that are read in the home are 
remembered better. 


2. Readers who say they spend more 
time with a specific issue remember 
the advertising better than those who 
spend less time with it. 


better reception than others? 


We say these points are significant 
because they help explain a Post 
family’s unique receptiveness to the 
advertising that appears in their fa- 
vorite magazine. For a copy of The 
Saturday Evening Post, no matter 
where it was acquired, is saved to 
be read and re-read for many hours 
in the home. And it receives more 
hours of attentive reading than any 
other general weekly magazine. 


It gets to the heart of America. 


America reads the Post 


* 


BERNARD J. GROSS, V. P. and Acct. Supervisor, Weiss & Geller, Inc., 
Chicago, previews “Doctors Should Tell the Truth’ from this week's Post. 


Doctors ‘ 
Soe Tot th rat 
PRO COLF ISNT $0 rowan) 


“When your doctor treats you with- 
out bothering to explain what he’s 
doing . . . if it doesn’t annoy you, it 
should at least worry you—this medic 
claims. Suppose you got sick in a 
strange city. You couldn't tell a 
doctor the facts of your medical his- 


tory that might save your life. Be- 
sides, it’s your body and your medical 
bill — you've got a right to know!” 


In all, 9 articles, 4 short stories, 2 serials 
and many special features in the June 
16 issue of The Saturday Evening Post. 
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Jersey Standard 
Buys Pate, Bows 
as Midwest Seller 


MILWAUKEE, June 7—Pate Oil 
Co., which says it is the largest 
marketer of gasoline in the Mil- 
waukee area, Thursday became a 
division of the Standard Oil Co. 
(New Jersey), in a move bringing 
the latter company into the Mid- 
west for the first time. 

The new division will be Jersey 
Standard’s midwestern operating 
company and, incorporated in 
Delaware, will continue to use the 
Pate name. Officials declared the 
company plans further expansion 
of Pate service into other parts of 
Wisconsin, but there were no indi- 
cations of plans for moves into 
other states at present. 

Pate, operating in Milwaukee 
and nearby areas, was founded 
here in 1933 by William R. Pate, 
who is retiring. 

Officers of the new company will 


R. R. McCoy, of New York, 
president. He formerly was assist- 
ant marketing coordinator of Jer- 
sey Standard. 

E. R. Smith, exec vp. He is a 
former manager of Standard’s mar- 
keting development division in 
New York. 

Norman H. Ott, vp. He formerly 
was exec vp of Pate. 

James E. Dornoff, vp. He for- 
merly was vp of Pate. 

John H. Van Dyke, secretary- 
treasurer. Formerly he was treas- 
urer of Pate. 

The five, with M. B. Denning, of 
New York, will be directors. Mr. 
Denning, formerly manager of the 
distribution division of the Stand- 
ard supply department, will be 
manager of supply and transporta- 
tion. 


® No sale price for the Pate oper- 
ation was revealed. Net worth of 
the company was given as approx- 
imately $2,700,000, however, and it 
was indicated the sale price was 
well above that figure. The deal 
involved an exchange of Pate stock 
for that of Jersey Standard. 

Pate will be operated as a whol- 
ly-owned subsidiary, but under the 
Standard (New Jersey) decentral- 
ization policy, the new company 
will inaugurate and administer its 
own marketing policies, designed 
to serve the public in its area. 

Pate’s present refinery connec- 
tions will continue to be used, and 
its products and methods will re- 
main the same, according to Mr. 
Pate and officials of the new com- 
pany. 

Al Herr Advertising Agency, 
Milwaukee, will continue to han- 
dle the Pate account. Pate has re- 
lied heavily on newspapers, tv, 
outdoor and transport advertising. 

In its new field, Standard of 
New Jersey will become a compe- 
titor of Standard Oil Co. (In- 
diana). Most of Jersey Standard’s 
operations are in the East, and it 
cannot use its own name or any of 
its trademarks in new areas into 
which it may move, under terms of 
the federal court order of 1911 un- 
der which the old Standard system 
was broken up. 

Pate has 143 service stations in 
this area and did a $12,000,000) 
gross business last year. 


ACP Elects Ofticers 

Associated Construction Publica- 
tions, composed of regional busi- 
ness publications, has elected Ken- 
neth O. Dinsmore, Construction, 
Roanoke, Va., president. Other of- 
ficers include Earl Keyes, Western | 
Builder, Milwaukee, 1st vp; James 
Clayton, Recky Mountain Con- 
struction, Denver, 2nd vp, and 
George Stewart, Constructioneer, 


South Orange, N.J., secretary. 


22.6% Would Pay $1 
To See Telecast of 
Series, ‘Look’ Finds 


New York, June 7—Look mag- 
azine this week released the re- 
sults of a buying mood study, 
which included a question designed 
to measure consumer receptive- 


ness to toll tv. 

Made by Alfred Politz Research, 
the national survey asked inter- 
viewees these two questions on 
television: 

1. “Would you look at this card 
[a list of nine types of tv fare, 
with no specific program men- 
tioned by name] and tell me which 
of these tv programs you might 
be interested in watching?” 

2. “Suppose that none of these 
programs were available unless 
you paid some money to watch 
them—for example, suppose it 
costs—to watch them—which pro- 
grams on this card do you think 
you would watch?” 

In one third of the cases, the 
blank was filled in by 25¢; in one 
third by 50¢, and in the other third 
by $1. 

Question No. 1 showed variety 
shows to be the top favorite, with 
first run movies and World Series 
baseball in the runner-up spots. 


® The nine program choices listed 
were performance of a _ leading 
opera company, heavyweight box- 
ing championship, national politi- 
cal convention, film never shown 
in movie houses, variety show, 
leading current Broadway play, 
World Series game, performance 
of leading ballet company and 
series of lectures on child rearing 
by leading doctors. 

Here is a summation of the an- 
swers to question two by 3,264 
people 15 years and older, as not- 
ed in the Look study: 

“At a 25¢ fee, 28.1% said they 
would be interested in watching 
a variety show, which again gave 
this type of show the highest per- 
centage from a _ viewing-interest 
standpoint, followed by a World 
Series game (25.9%) and a lead- 
ing current Broadway play 
(21.8%). 

“On the basis of a 50¢ fee, how- 
ever, a World Series game chalked 
up the highest percentage (21.9%) 
while the variety show was sec- 
ond (19.1%) and a leading current 
Broadway play was third (18.5%). 

“And on the basis of a $1 fee, 
a World Series game again led in 
percentage (22.6%), while a 
heavyweight boxing championship 
was second (18.6%) and a variety 
show was third (16.5%).” 

Title of the over-all Look study 
is “Survey of U.S. Markets,” some 
results of which have been an- 


nounced previously (AA, April 
30). 
Strain Joins Y&R, Detroit 


Richard Strain, formerly with 
Ruthrauff & Ryan and Campbell- 
Ewald, has joined the copy staff 
of Young & Rubicam, Detroit. 


Ie ws 


+|\the sergeant-at-arms; meanwhile 


‘| was the tv people themselves—the 


WILLIAM C. LYDDAN has been ap- 
pointed to the new post of market- 
ing director of Campbell-Mithun. | 


Mr. Lyddan, who joined the agen- | 
cy a year ago as a vp and account | 


Mumford Kurz 


une. First ad broke in the June 3 


Burkhart 


LEVER CARNIVAL—More than 200 food, drug and advertising executives 
attended a special trade preview at Chicago’s Palmer House of 
Lever Brothers, 104-page color ad campaign in the Chicago Trib- 


comic pages of the Sunday Trib- 


une (AA, May 28). Milton Mumford, Lever exec vp, is readied to 

meet guests by a a flower girl. Looking on are Walter C. Kurz, 

Tribune advertising manager, and William Burkhart, Lever presi- 
dent. 


Media Man Reinsch Portrays New-Style 
Democratic Convention—Adapted for TV 


Cuicaco, June 7—Anyone doubt- | 
ful of the potency of television | 
need only watch the preparations | 
for the Democratic and Republi-| 
can national conventions two 
months from now—and talk to) 
their managers. 

For instance, J. Leonard Reinsch, | 
executive director of the Cox ra-| 
dio-tv stations, who only this week | 
became manager of the Democrat- | 
ic convention. As Mr. Reinsch saw 
it, in a talk to the Broadcast Ad- 
vertising Club here, the rival con- 
vention in San Francisco should 
be cut and dried, and a program- 
ming director’s dream. 

“The Republicans, under the 
direction of Ben Duffy or someone, 
should be able to schedule a con- 
vention something like a program 
show,” he said. 


s But even the Democratic meet- 
ing at the International Amphi- 
theater here—though billed as 
“wide-open”—is going to feel as 
much of the stern hand of the tv 
director as is consistent with the 
spirit of a free-for-all. For in- 
stance: 

1, Four years ago a special pain 
in the network neck was the end- 
less wrangling of credentials and 
platform committees. This time, 
those meetings will be off-cam- 
era; in fact, they'll be all thrashed 
out the week before the conven- 


tion. 
2. Another annoyance in '52 was 
fake polling of delegations—a 


transparent device for getting the 
delegates onto the home-town tv 
sets. This year, any such tabula- 
tion will be done off-camera by 


the regular polling will continue. 
3. Yet another annoyance in ’52 


good shots they got from their 


central camera location put the 
news wire photographers very 
much on the spot, according to Mr. | 
Reinsch. This year, the news serv-| 
ices will be up on the speakers’ 
platform along with the networks, | 
he said. And they are pressing for | 
telephone lines on the convention 
floor, the better to compete with 
radio-tv’s “walkie-talkies.” 


s These media arrangements, of | 
course, simply add to the seating | 
|problem: Radio-tv people alone| to merge under the name, Beech- 
said Mr.| Nut Life Savers Inc. Managements | appointed Ruthrauff & Ryan, New 
be so|of both companies have approved) York, to handle advertising for 


will number 1,500, 


Reinsch. And there will 


/month at St. 


mezzanine, creating a nice prob- 
lem in video focusing. 

Finally, there’s that other media 
matter, the selection of the page 
boys. This year, they’ll be chosen, 
not by political patronage, but on 
the basis of subscription sales of 
the “Democratic Digest.” This has 
already provoked an intra-party 
tempest engulfing the halls of 
Congress and reaching into a cou- 
ple of governors’ mansions. 

All in all, it looks as if the Age 
of Communications is here. 


Committee Okay on 
Craven Appointment 
to FCC Is Foreseen 


WASHINGTON, June 7—Approval 
of the appointment of T. A. M. 
Craven to the Federal Communica- 
tions Commission moved forward 
today after a pro forma 10-minute 
hearing before a Senate commerce 
subcommittee. 

Only Sen. John Pastore (D., R.1.) 
showed up for the hearing. No op- 
position was expressed. 

During his service on FCC 15 
years ago, Mr. Craven was one of 
two commissioners who dissented 
from the adoption of chain broad- 
cast rules limiting the amount of 
option time obtainable by networks 
from their affiliates. 

More recently, as a consulting 
engineer, he has written reports 


calling for widespread use of the} | 


uhf tv band. 

His nomination is expected to 
clear the full committee next Wed- 
nesday. 


Mariedythe Ward Dies 

Mariedythe Ward, 30, daughter 
of James A. Ward, who operates 
his own publishers’ representative 
company in Chicago, died last 
Mary’s Hospital, 
Mayo Clinic, Rochester, Minn. Miss 
Ward was a reporter for the News, 
Highland Park, Ill, and before 
that was editor of the Lake Forest- 
er, Lake Forest, Ill., and was with 
the old Journal of Commerce. 


Beech-Nut, Life Savers Merge 
Beech-Nut Packing Co. (Kenyon 

& Eckhardt) and Life Savers Corp. 

(Young & Rubicam) are planning 


Advertising Age, June 11, 1956 


Two Business Paper 
Groups Say ‘No 
Change’ in 15% 


Cuicaco, June 7—Two business 
paper publishing organizations 
asked ADVERTISING AGE this week 
to add them to the list of media 
which do not intend to change the 
present method of extending com- 
missions to advertising agencies 
which they individually recognize. 
Well over 300 media of all kinds 
have now gone on record in this 
regard (AA, May 28, June 4). 

Lester P. Aurbach, exec vp of 
Industrial Publishing Group, 
Cleveland, advised AA that “no 
change in the present allowance of 
the 15% discount from card rates 
on space placed in our magazines 
is now contemplated.” 

“Our position in this matter fol- 
lows the traditional one of the 
allowance of agency commission in 
recognition of the services ren- 
dered by the advertising agencies,” 
he said. “These services include the 
creating of selling material for 
mutual clients, the proper func- 
tioning of credit and billing de- 
tails, and a constructive relation- 
ship between the media and the 
advertiser.” 

Publications of the Industrial 
Publishing Group include Flow, 
Material Handling Illustrated, 
Flow Directory, Industry & Weld- 
ing, Welding Illustrated, Occupa- 
tional Hazards, Precision Metal 
Molding, Applied Hydraulics, Mas- 
ter Catalog of Fluid Power Prod- 
ucts, Modern Office Procedures, 
Commercial Refrigeration & Air 
Conditioning, and Refrigeration & 
Air Conditioning Catalog of Cata- 
logs. 


= V. C. Hogren, exec vp of Hitch- 
cock Publishing Co., Wheaton, III., 
advised AA that “we will continue 


the 15% agency commission ar- 
rangement.” 
“We believe,” he said, “that 


agencies are entitled to the com- 
mission and we will continue the 
practice which we _ pioneered 
among business papers many years 
ago. In fact, Machine and Tool 
Blue Book was among the first 
metalworking publications to pay 
agency commission.” 

Hitchcock also publishes Grind- 
ing and Finishing, Mass Transpor- 
tation, Resale, Wood Working Di- 
gest, Hitchcock’s Machine and Tool 
Directory, Mass Transportation Di- 
rectory, and Wood Working Direc- 


tory. 


Argyle Succeeds Putnam 
at Dow Corning Corp. 

Robert S. Argyle has been named 
manager of advertising, sales pro- 
motion and publicity of Dow Corn- 
ing Corp., Midland, Mich. He suc- 
ceeds Louis S. Putnam, advertising 
manager since 1946, who has been 


La 


Lovis Putnam 


Robert Argyle 


named an editorial and publicity 
consultant of the company. 

Mr. Argyle, a member of Dow 
Corning’s advertising staff since 
1947, has been Mr. Putnam's as- 
sistant and a member of the aux- 
iliary management committee for 
two years. Mr. Putnam also has 
been named to the company’s 
management committee. 


Bon Ami Names R&R 
Bon Ami Co., New York, has 


. ‘ many more actual conventioneers the plan. Boards of directors and Bon Ami cleanser and an unnamed 
executive in the Minneapolis of-| that delegates will be seated on the| stockholders of both companies|new product. Norman, Craig & 
fice, will headquarter in Chicago. main floor and alternates in the still have to approve the proposal.’ Kummel is the previous agency. 
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Back East 


an idea that’s 
terrific 


May need some 
tailoring 
for the Pacific 


You are BETTER SERVED 
when your advertising agency 
is represented on-the-spot 

in your important markets... 


Once outside of your own market area, you 
face sales problems — yes, and opportuni- 
ties, that can be met best with a local 
approach. You need the help, then — and 
the intimate regional knowledge — of a 
staff on the ground. When your agency is a 
member of Continental Advertising Agency 
Network, you have this on-the-spot man 
power. 


Each CAAN advertising agency is solid, 
informed, and respected in its own locality. 
Membership in the Network simply multi- 
plies its facilities for providing accurate 
grass roots information and local action in 
20 major marketing areas of the U.S. and 
Canada. Ask the CAAN member agency 
nearest you for details. 


CONTINENTAL 


ADVERTISING 
AGENCY NETWORK, INC. 


FOR 
LOCAL 
ACTION 

ON A 
CONTINENTAL 
SCALE 


CHICAGO, ILLINO!S 
The Fensholt Advertising 
Agency, Inc. 


DAYTON, OHIO 


= - Wagenseil & 
sociates Co. 


DENVER, COLORADO 
Harold Walter Clark, Inc, 


FRESNO, CALIFORNIA 
Long Advertising, Inc. 


LOS ANGELES, CALIFORNIA 
Dan B. Miner Company 


MILWAUKEE, WISCONSIN 
Scott, Inc. 


MINNEAPOLIS, MINNESOTA 
Olmsted & Foley 


NEWARK, NEW JERSEY 
Lewin, Wiliiams & Saylor, Inc. 


NEW YORK, NEW YORK 
Lewin, Williams & Saylor, Inc, 


PHILADELPHIA, PENNSYLVANIA 
Arndt, Preston, Chapin, Lamb 
& Keen, Inc. 


PORTLAND, OREGON 
Pacific National 
Advertising Agency 


PROVIDENCE, RHODE ISLAND 
Horton-Noyes Company 


ST. LOUIS, MISSOURI 
Winius-Brandon Company 


SAN FRANCISCO, CALIFORNIA 
Long Advertising, inc. 


SAN JOSE, CALIFORNIA 
Long Advertising, Inc. 


SEATTLE, WASHINGTON 
Pacific National 
Advertising Agency 


SPOKANE, WASHINGTON 
Pacific National 
Advertising Agency 


Canada: 

Foster Advertising Limited 
TORONTO, ONTARIO 

HALIFAX, NOVA SCOTIA 
MONTREAL, QUEBEC 
VANCOUVER, BRITISH COLUMBIA 
WINNIPEG, MANITOBA 
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: What happens when [MJ hits 


fe: —— (AND KEEPS 


: impact of LIFE is not restricted to any particular city, or time, or 
group of people. It is a continuing thing—felt as regularly as the 
magazine itself comes out. 


And Philadelphia is a particularly good example of LIFE’s continuing impact. 


Since 1951 when LIFE last reported on its influence here, sleek sky- 
scrapers, beautiful parks, modern expressways have appeared like magic 
against the backdrop of historic old buildings. 


Philadelphia industry, long mighty and diversified, has climbed to new 


heights of national importance. And in this growing Philadelphia, as in other 
major communities across the nation, LIFE reaches 3 out of 5 households 


P,P Pe meee — <> - 


in the course of 13 issues. 


~‘p ex. -— «all : 3 eit : * \ rs + > 


Brotherly love rebuilds a business. When a ruinous fire destroyed the Connelly 
Container plant, competitors actually pitched in to help the company get back on its feet. 
LIFE covered this story in 1953. John Connelly and his brother Bob, President and V. P. 
respectively, agree: ‘The LIFE story brought thousands of letters from well-wishers. 
It was wonderful to discover so many friends, many of whom we didn’t know we had.” 


“City on the move.” Soaring modern buildings are springing up every- 
where in Philadelphia, dwarfing such landmarks as historic City Hall—sure 
signs of a city on the move. 


ae 
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| New look in playgrounds. In 1954 Philadelphia embarked on a dynamic tae ~~ - 4 

recreation program including the creation of modern, more imaginative a : 

| playgrounds. Says Robert W. Crawford, Recreation Commissioner: ““LIFE’s 

i articles in °54 showing one of our playgrounds sparked similar designs and Ormandy’s orchestra. Eugene 
programs elsewhere, brought hundreds of requests for more information.” Ormandy, Conductor of the famed 


— — . a Philadelphia Symphony Orches- 
—— me tra, comments: “A LIFE article 

é which appeared during our Euro- 
pean tour in 1955 undoubtedly in- 
spired other governments to invite 
us to appear in their countries.” 
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| PHILADELPHIA? 


HAPPENING ) 


So perhaps it isn’t surprising that as the city has progressed, LIFE’s effect 
on the people of the city has continued . . . and increased. 


Here, for example, are some Philadelphians who have appeared in LIFE’s 
editorial pages. They can tell you of LIFE’s influence on their lives and 
fortunes. Their stories are typical examples of what happens when LIFE 
hits almost any community; graphic illustrations of what happens—and 
keeps happening—to people, or businesses, or products when they appear 
on the pages of LIFE. 

Source of audience figures: A Study of the Household Accumulative Audience of LIFE 


‘B32 9 Rockefeller Plaza, New York 20, N.Y. 


Novice discovers pneumatics. When 5-year-old Gwen Baldwin went to the 
zoo, a yellow balloon stole the show. LIFE reported the fun (11-14-55). Says 
Gwen’s mother: “Even though President Eisenhower’s recovery was featured in 
the issue, everybody seems to remember the pictures of Gwen and her balloon.” 


“Old Glory’s” birthplace. In 1952, LIFEranastory  Fund-raising fun in society. Say socialit 


Museum of masterpieces. Of 2 1951 Lire § Modern philosopher. Dr. Luther P. Eisenhart, 


story on the Philadelphia Museum, Curator of Executive Officer, American Philosophical Society: 
Decorative Arts Henry P. McIlhenny comments: “LIFE’s account of our autumn meeting (1954) 
“LIFE’s article created new appreciation of our enabled readers throughout the country to learn 


famed art treasures, brought many to see them.” how the Society promotes useful knowledge.” 


= a _ 


es Mr. & Mrs. the public the need for money to send the U.S. Equestrian 
about a new stamp commemorating Betsy Ross. Says Joseph J. Wall: ‘Dozens of people we hadn't seen in years | Team to the Olympics. The story resulted in Horseless 
Vexil Domus Weisgerber, Director of Betsy Ross House: saw the LIFE pictures of the Horseless Horse Show and _ Horse Shows being held all over the United States. There’s S. 
“LIFE’s story aroused international interest, brought sent us messages.” Mr. Preston M. Liversidge commented: _ little doubt about it, these shows raised money, contrib- 
a great many new visitors to see this famous shrine.” “LIFE’s article about our show brought to the attention of uted much toward sending our Equestrian Teain abroad.” 


World-renowned university. The University of Pennsylvania 

has students from every state and territory, sixty-eight foreign coun- < 
tries as well. Says Dr. Gaylord P. Harnwell, President: “LIFE’s cov- : 
erage of our academic affairs proves an important link of communi- 
cation between our community of students and faculty, also among wae 
our alumni and many wonderful friends throughout the world.” 
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Pressurized Purchasing 


“At a special luncheon meeting called by Thomas F. Troy, presi- 
dent of the Hotel Assn. of New York City and general manager of 
the Statler,” says a news release, “executives and senior purchasing 
personnel of a group of leading chain and independent hotels were 

“asked to schedule a large part of their purchasing for the week of 
Nov. 12-16, at the National Hotel Exposition at the Coliseum in New 


York City.” 
The release went on: 
“Mr. Troy ... stated that in order to make this year’s National Ho- 


tel Exposition the greatest cne on record, the hotel executives and 
purchasing agents are being requested to visit the National Hotel 
Exposition and to arrange their purchases so that a significant 
amount of such buying actually is placed at the National Hotel Ex- 
position. This request was put in the form of a resolution at this spe- 
cial meeting and was unanimously approved by the entire attendance. 

“This revolutionary step will make this year’s hotel exposition in- 
valuable to exhibitors who will find that a large part of the purchas- 
ing activities of America’s leading hotels and chain operations will 
be transacted at the National Hotel Exposition. 

“This program of scheduling purchases will be submitted to other 
groups in the mass housing and feeding industry in the near future. 

“The management of the National Hotel Exposition is actively pro- 
moting this change in traditional buying practices for it will increase 
immeasurably the value of their show as a buying mart.” 

This none-too-genteel waving of the stuffed club is more than 
moderately disturbing. There has always been some cause for suspi- 
cion that many trade shows ard expositions, particularly those spon- 
sored by powerful trade associations, had some element of duress 
about them, but few have so baldly admitted that they are willing to 
upset “traditional buying practices” in an industry, merely to “in- 
crease immeasurably the value of their show as a buying mart.” 

Trade shows and expositions serve extremely useful purposes. If 
they develop into huge markets because buyers find it better and 
more useful to satisfy their wants there, that’s fine. But this is quite 
different from having an industry’s purchasing agents decide, artifi- 
cially, that exhibiting at a particular show is a prerequisite to selling 
them anything. 


The High Cost of Poor Advertising 


Currently—and probably for a long time to come—there is a great 
deal of discussion of the cost of advertising, how to pay for it, how 
agencies should be compensated, etc. 

For the moment, we suggest you forget whatever acrimonious 
thoughts you may have on these and related subjects, and concen- 
trate on the high cost of poor advertising, no matter how cheaply 
you buy it, and the low cost of good advertising, no matter how ex- 
pensive it may be. 

The successful sellers who never lose sight of this particular ball 
have learned that, fortunately, the creative costs of advertising are 
usually a relatively small portion of the total costs of advertising, 
and that therefore a healthy lift can frequently be given to creative 
quality without raising total costs substantially. As Ira Rubel pointed 
out not too long ago, under the existing agency commission system, a 
5% increase in total advertising budget—if put against creative ac- 
tivities—would allow an advertising agency to provide 33% more 
creative talent on the whole appropriation. 

There is of course no guarantee that more or higher-priced cre- 
ative talent will turn out better or more effective advertising, just 
as there is no guarantee that the highest priced bonus player will 
turn out to be the most valuable ball player on the club. But the 
odds are strongly in favor of this being the case. 


—Daniel R. Makowski, Klau-Van Pietersom-Dunlap Inc., Milwaukee. 


“He asked me for a character count, so I referred him to our person- 
nel list.” 
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What They're Saying 


For ‘Abandoned’ Ads 

Never in this world would we 
advocate indiscriminate defacing 
or mutilating of advertising by 
adorning the lovelies on posters 
and displays or in advertisements 
with fancy mustaches. But, all ad- 
vertising is a living force—does its 
job—and is abandoned after a 
short, but fruitful existence to the 
paper sale or the furnace. Such ad- 
vertising then offers a wonderful 
supply of subjects for “aspiring 
artists” of all ages. Collect old 
magazines or old advertising dis- | 
play material and let fhe children | 
draw, paint and color on them to 
their hearts’ content—it’s lots of | 
fun. Even adults find it challeng- 
ing to make mosaig-like paste-ups | 
from printed pages. Achieving dif- | 
ferent textures, designs and color 
effects makes us all aware of the 
countless artistic results they em- 
body. 

—Release from American Crayon Co., 


Sandusky, O., about the introduction 
of a “Mustache Drawing Kit.” 


Luxury Economy 

One can readily see the change 
from a necessity economy to a lux- 
ury economy by comparing the 
catalogs and advertisements of a 
few decades ago with those of to- 
day. Then, the big selling words 
were utility, durability and price. 
These things are still basically im- 
portant; but they have lost a lot of 
their wallop. 

Back in the days when the tele- 
phone, electric light and the auto- 
mobile were being invented, the 
attitude of the public was general- 
ly, “They’ll never work.” How dif- 
ferent it is today when we hear | 
about a new miracle drug, a new! 
synthetic fiber, or an automobile | 


without springs. We say, “What 


|expect the drug to cure, the fiber 


'do is assure it. The consumer will 


even less into a can with some 
|freon gas and blow it out already 


will they think of next?” People 


to wear, and the automobile to 
transport them to where they want 
to go. The manufacturer no longer 
has to prove utility; all he has to 


accept his promise as fact ’til prov- 
en otherwise. 

Similarly, consumers expect 
products to last as long as they 
need to. But the life expectancy of 
most products is getting shorter 
and shorter. The automobile man- 
ufacturer is working in 1956 to 
make the models he will bring 
out in 1957 and 1958 old-fashioned 
in 1959. A tube of shaving cream 
won’t last as long as a shaving 
stick, but who cares? Let’s put 


made into lather. Even such con- 
servative people as you and I are 
giving up hats and suits and shoes 
long before they are worn out 
because the brim is too wide, the 
shoulders too padded, or the sides 
of the brogues too high. And we 
love it. 

—Jervis J. Babb, chairman, Lever 


Bros., speaking at the May 18 meet- 
ing, Executives Club of Chicago. 


Wrong Number 

A reporter for Women’s Wear 
Daily got the wrong number the 
other day when telephoning for a 
bacon and tomato sandwich. 
“Mister,” he was told, “if we made 
sandwiches we'd be rich. We only 
make marmot furs.” 


—From “Up the Street, Down the 
Avenue” column in Women’s Wear 
Daily. 


Distress Selling 
Golf clubs—must sell or get di- 


| vorce. 
—Classified in Toronto Telegram, 


Advertising Age, June 11, 1956 


Rough Proofs 


The higher standard of living 
| for people is being rapidly extend- 
‘ed to their pets, now that Hartz 
Mountain is offering Dog Yum- 
mies as a between-meals snack. 


The average time spent by com- 
muters on buses has increased 20% 
in the past seven years, reports the 
NATA. 

And if buses encounter the same 
traffic jams other vehicles do, you 


| know the reason why. 


A critical area of research, says 
Aviation Week, is astronautics. 

It’s probably related, in some 
astral sort of way, to aeronomy. 


“In Chicago,” says the Country- 
side Unit, “thousands of people 
pack Comiskey Park to support 
the White Scx.” 

And as elsewhere the number is 
in direct ratio to the percentage 
of victories. 


“When we enter into a relation- 
ship with an advertiser,” says 
Marion Harper Jr., “we do not sell 
the time or talent of individuals.” 

Not even when the hourly rate 
includes time and a half for over- 
time. 


Indicating the world-wide su- 
premacy of the internal combus- 
tion engine, Champion Spark Plug 
is now being advertised in 101 
different countries through all 28 
editions of the Reader’s Digest. 


“In Latin America, brother,” 
mutters Mecanica Popular darkly, 
“the adult male still wears the 
pants.” 

There seems to be an implica- 
tion here that such is not the case 
in the good old U.S. A. 


A backbone, suggests Young & 
Rubicam, “often makes you say 
an honest ‘no’ to a client instead of 
an easy ‘yes.’” 

And fortunately there are still 
some clients who aren’t interested 
in yes-men. 


The motivationists and image- 
builders should help Container 
Corporation in its celebration of 
the sixth anniversary of its series 
on “Great Ideas of Western Man.” 


“How,” asks Walter O’Meara, 
“would you go about glamorizing 
and sexualizing a 44-stout Harris 
tweed?” 

How about flaunting a red flow- 
er in the button-hole? 


“Soap sales soar,” headlines the 
world’s greatest advertising jour- 
nal. 

And while synthetics make up 
69% of the tonnage, there’s noth- 
ing synthetic about either the vol- 
ume or the profits. 


One of the Big Ten universities 
is looking for an advertising in- 
structor, and talks not only about 
the stimulating work and friendly 
atmosphere, but also the beautiful 
surroundings. 

Including a large population of 
coeds. 


May 1. 


Copy Cus. 
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place more linage 


in THE INQUIRER 


than in any other 


Philadelphia newspaper 


+1 Advertising linage is the final measure 
of a newspaper’s sales power 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. Dix FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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| In. March 1956, compared with 
i the second high-fashion magazine, 
y Vogue rang up nearly four times 


] 
I 
as many newspaper tie-in ads from t 
é 
é 


three times as many stores for a 
total of four times as many reader 
impressions — according to the im- ‘ 
partial count of the Advertising i 
Checking Bureau. 
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about retail tie-ins... 


| ~~ ™ reader 
a ee ; a See impressions in 


March 1956. 


retail stores — 
featured Vogue in 
March 1956 ads. 


For the six top fashion selling 
months of 1955, Vogue — with a 
total of 10,009 advertisements from 
an average of 1,154 stores, carrying 
801,656,800 reader impressions 
—outranked the second high-fash- 
ion magazine by a margin of three 
to one in number of ads, stores 
and reader impressions .. . again 
according to the impartial count of 
the Advertising Checking Bureau. 


a. ek. 


newspaper ads 
featured Vogue in 
March 1956. 


ee) ue . 


The figures are big, but the fact is 
simple: All across the U.S.A., in 
market after market, fashion-wise 
retailers, spending their own 
money to pay for newspaper ad- 
vertisements, prefer Vogue by at 
least three to one over the second 
high-fashion magazine whenever 
they choose a magazine name to 
feature in their ads. 
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Stetson China to Promote 
Duncan Hines Dinnerware 
Stetson China Co., Lincoln, IIL. | 
| has launched a Duncan Hines din- 
| nerware line. The new line will be 
| promoted in women’s and brides’ | 
| magazines, newspapers, radio, tele- 
‘vision, Life and The Saturday 
Evening Post. 
| The Duncan Hines division is 
| licensed by Duncan Hines Insti- 
| tute, Ithaca, N. Y. 


Graduates List Gift Wants, 

Typewriters are the most sought 
after high school graduation gift, 
‘according to a 38-city survey by 
|Gilbert Youth Research Organiza- 
| tion. Luggage was in second place, 
and watches, formerly in first 
|place, ran a close third. Portable 
television sets and clock-radios 
‘combine for fourth place, with 
cameras number five and record 
| players in the sixth place slot. 


~~ 
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month after month 
a stabilized 
audience! 


Every advertiser knows the value of a constant, |Schenlabs Promotes Mittleman 


highly attentive audience. That's what The Elks | M. Budd Mittleman has been 
delivers — of active men with incomes far above the 
national average. As leaders in the social and busi- 
ness life of their communities, 1,152,497 Elks are 
liberal givers and spenders. The quality and stability 
of The Elks’ audience is your assurance of resultful 
advertising. 


appointed marketing manager of 
Schenley Laboratories, New York, 
|pharmaceutical subsidiary of 
Schenley Industries. Mr. Mittle- 
man will continue as advertising 
manager of the laboratories, a po- 
|sition he has held for the past 
three years. 


| 

Norge Advances Willie 

| Russell F. Willie has been pro- 

moted to assistant director of ad- 
ze vertising of the Norge division, 

Borg-Warner Corp., Chicago. Mr. 

Willie, who joined Norge more 

|than 20 years ago, most recently 

|was advertising production man- 

ager. 


THE MAGAZINE 


New York * Chicago * Detroit * Los Angeles 


The Blue-Chip Buy in the Bluegrass State’ 


Romance and glamor aside, there’s one Kentucky insti- 


tution you can’t afford to miss. It's WAVE-TV, first 
CHANNEL 3 LOUISVILLE 


by far, in Kentucky and Southern Indiana television. 
First In CHANNEL— Brilliant Channel 3! 


First In COVERAGE— Effectively serves 173,000 more 
TV families than Louisville’s second station! 


First In PROGRAMMING —The best from NBC and 
ABC, plus topnotch local shows! 


First In ADVERTISING —Carries more local and national | 
advertising, year in and year out, than Louis- | 
ville’s other TV station! 


FIRST IN KENTUCKY 
Affiliated with NBC & ABC 


SPOT SALES 
Exclusive National Representatives 


First ON THE AIR—More and better experience, by 
more than a year! 


Advertising Age, June 11, 1956 


Getting Personal 


William C. Matthews, vp of Foote, Cone & Belding, New York, 
has been elected president of the Lawrenceville School Alumni 
Assn. .. 

Ruth Hildegarde Angier and Donald Nash, on the advertising staff 
of Sports Illustrated, will be married July 7 in Baltimore . .. Caro- 
line Hillman Eckel, American Heritage editorial staffer, and Ralph 
Backlund, exec producer of CBS Radio public affairs, were married 
May 18 in New York... 

Frank E. Pellegrin, partner and vp of H-R Representatives and 
H-R Television, is the new president of the New York chapter of 
Radio Pioneers. Other new officers are Henrietta H. Harrison, con- 
sultant, lst vp; Jeff Sparks, U. N., 2nd vp; Gerdon Gray, WOR, 3rd 
vp; Arthur Simon, Radio Daily, secretary; and Charles A. Wall, 
BMI, treasurer... 


ADMAN ON VACATION—Shown in a rare pose is Walter Weir, vp of 

Donahue & Coe, New York, who is vacationing with Mrs. Weir at 

the Condado Beach Hotel in San Juan. They’ll also visit St. Thomas 

in the Virgin Islands on this trip which celebrates their 25th wed- 
ding anniversary. 


Gus K. Bowman Sr., partner, Byer & Bowman Advertising Agen- 
cy, Columbus, is Adman of the Year, Fifth District, AFA. He re- 
ceived the recognition, plus trophy, at the group’s annual conven- 
tion in Canton, O. It’s a double honor; earlier in the year he was 
made Adman of the Year by the Columbus Adclub... 

William O. Thorniley, Seattle representative of J. Walter Thomp- 
son Co., has been elected president of the Seattle Club of Printing 
House Craftsmen, the first time in 35 years that printers have 
named an amateur to head this organization. Mr. Thorniley has 
made printing a hobby for many years but has never worked in a 
commercial plant. His own shop at home contains a museum of 
antique type faces, books, manuscripts and other mementos of the 
graphic arts... 


HELPING HAND—Steven Dohanos, Saturday Evening Post cover artist, 

puts the finishing touches on the painting he is contributing as the 

poster theme for the 2,000 United Fund and Community Chest cam- 

paigns to be conducted with Advertising Council support during 
September, October and November. 


It will be a September wedding for Susan Avery and James O. 
Peckham Jr., of the A. C. Nielsen Co., Chicago. He is the son of 
Nielsen’s exec vp and head of its New York office...A June wed- 
ding is planned for Judy O’Neil and Frederic J. Cowan, of Hazard 
Advertising, New York... 

This month marks 40 years with Street & Finney, New York, for 
Fred Heller, who started with the agency as a stenotype operator at 
the age of 19. He became treasurer in 1945. A production expert, 
Fred is rated as one of the top type men in the U.S... 

Robert Debnam, J. Walter Thompson Co., has been named chair- 
man of the Southern California Four A’s committee for the 1956 
Community Chest drive. Others on the committee are Walter Cris- 
well, Batten, Barton, Durstine & Osborn; Warren Kelly, J. Walter 
Thompson Co., and Bill Krauch, Milton Weinberg Advertising Co... 
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One of a series of comments on Metropolitan Oakland 
as a market by Pacific Coast advertising agency men. 


Yes. 

It is important 

to recognize Metropolitan Oakland’s 
commanding size as a market. 

It is equally important 

to remember this fact: 


ONLY THE OAKLAND TRIBUNE 
COVERS METROPOLITAN OAKLAND 


Daily more than 200,000 
Sunday more than 220,000 


Cresmer & Woodward, Inc. 
\ National Representatives 


Here in the West, one of the most significant developments in recent 
months is that Metropolitan Oakland (Alameda County) now occupies 
the top position among Northern California population centers. 


As a result, many sales and advertising plans are being revised to reflect 
the added importance of that area in Northern California marketing. 
Even before its recent population gains, Metropolitan Oakland had been 
the Northern California leader in retail food sales. Continued growth 
should make its position even more dominant in the food field, and may 
well boost it to top position for sales of other products. 
—GENE DUCKWALL, Vice President 
Director of Media & Research 


FOOTE, CONE & BELDING, 
Los Angeles 


' - 
; 3 <2 ~~ . + ae ribo) 
a. ie 
d : 
: “i : gee 
Js 
. “—-= = s 
—_—.  - 
—- - i “ ‘ 
; ms 5 ; 
Be ee ; $ 
eee w* ‘ 
rg a: : : . 
: al — — ae a ae “ a ee he. 
— f° fi a oe : 
Ae ar a ae a “ ? 
ry ar ee ¥ ; 
"? - = Wino if - = Oc z ih Be J 
ee ee ae : : 
il oe A Lia NES “ oe 2 
a eee iy cag “<p a 
— ae Me ee Boh <. ae 4 ae rs; . , 
i. Beare: a Be ate a, ea z= 
i cA, Go hae a a6 oi te Saga 7 ; 4 
+ eg Bo ee Oe 4 ee. eae ; xt 2 oe 3 
Bid Bo” A ie Ry 5 ee [Ree ae : a 
oo ee. ie Ra eG bee “ee ; : 
ae eee) 8 ope re pe ome 2 
, ee ere CC a eee sae a = PONY x. 
ig oy Ta ‘2.64 tee oe a a . = ‘ 
* - semi ae . rer, Sey ye eA — ” 
ay ie ec aal cas r "fi %. as - Mi 
: ay ie ¥ -. om x ye: oe ae be RS. Faas - 7 « be 
» sj » . id age ae ee? po aay - . 
Ai & u 4 Pn . 2 
my 1 a . ~€ Be a ttl sae? * : 
i BS s ; be — ayettes = ae Se Me 
<q , — ei. eS ie a rs 
—— 0 tame — 3. | <i _— : 
j mothe =) 2 . . ; 
% 
| ee | 
+ - 
a ’ — 
« REE RIT TY sate Ra te 6 
“ a, ee ds 
. a — is a. 2 ie . ‘7 i 
ro Pe 
: 2g i Ye ae a ; 
a ae ha canner pies . 
' } ied sis . Sg 
: ¥ Pees ' a is i : 
: : eh he 7 ya 
‘ aw) i. , ts : PY 
‘ F ee me be < 
a . a, a —- 
. ge gee bw 7 = " . eP 4 
& by et, , ag $ . 4 ; R 
. ay “s Laie 7 
. ef ae. aa # se OF 
ms cs ie oe 4 oy ” saad 
: 4 : —— * i 
I + ‘ any ia et I A + 
‘o' me Sy 
_ * ott aol i. . 
a = ee ) ; 
= f ie an ; pany t 
yy we 4 = Sw: ‘ole 2 
Bak el ig zg ibis, i a et , x" « j ¥ 
eee ee ah ee, j i ra j 
a i lei Pa 5 a. Y : 
: tie, Gian ne vy | ea + 
é BS a a Shai a ar ss. EB ‘ 
a oa diem bs: P a2. aaa 
a on Se se a 4 =o. - g a * aS aR 
‘ Ss — ee a — be “ihe 
| wee “eae Bs a ¢ 3 . 4 
; ines : : ~h, zi 
4 : ite 4 oe Fs . . : % 
3: Re ee ; : i k hy Oe < 
rar) —_ ae : ee of 1% ae a 
oe i ae i Mn a ef 
: : eS Se OS ee , ’ ’ 64 : 
7 ba ae Po 2 ‘ , S 
_ Ra Se he . 
. — P ee es ae ee a Rete 
i i | URE ae ae ae ee ee oe hee. ¥. : 
/ i ee ico i tn ual allie eee ‘ tl oy, $ a 
Le oar — en a . rs ; 
— as a eo lg a Y see oo 5 J: aot 
¢ z Bh ‘aa ¥ § & arr y 
? a de yet sy ‘, 7 ir * 
vi Cee es ie . i 
a ; or By ay: me 
Se he a ee a Lis! on ¥ < us 
= ae ea eae. i aes we > a 
& ’ reac a * Ps * ‘ ie 
3 % an => = " a ‘ : 8 y ] 
NR. i ty i ee a Sh ’ 
a 7 Bair ‘ ae ie eT 4 
; . " : x 8 st rey s ef 
eS - ‘ ty e pk: : He 
ae "% é Pag Goa 
2 . ‘ ¢ Ga : ¥ ee * =” = 
. ‘a i a e Na —_ bat ‘ Wy ‘ 
, a Aa ee * # ae € alg ee cae . x 
 : 5 Fees he SiN ae ne i aby 
d : il , gy . ee _ . 
} “A m ;/#™ «x <- Lee * 
~ a a F P i: 5 een ie” s : 
; t > Gams te a a ? % " 
p: is eo «he & iD a - 9] VR Gf! =S % és 6s “ j 
: * - Sl ie a ee * Ms 
if ing ee ingens i hal ‘a aa ce ee a Bs Fn ee 7 
wl sh a , ae P< cel ee cme 24 : 
lls ae , oo : ss. eee. (Cae Fy a f ee 
; » 3 i ote a 9 Es aioe 1 Sa pe. - See ; aS 
: a ; ae 0, ie Bs” sa yj) Se Sees i abi 
a iy ." ea a Ee Raa Bagh gat weaye Sake i, z 
‘ : . Pe i me eee oe a nly ae ae ee Wey: 4 
i F ’ a 7 Tai ees oe en oS 3 ee . 7 
B ' ie -zZ ee ae a 4 a 7 ae, ae { 
i ; Eat ee 7 a Se F “ace 
¢ é eoreogl ar paper - kee q . > Fee -s wy 
6 7 i i ae nae Ee i ¢ + Nae Os zo 
z é r 4 aa OS) A 3 
a a ‘ ? 4 a _ CO ‘eget ie << Sa # 
a Coa pe a eee oe Se “yr & Prk te Ae Pie a 
% — SS i ers ae ee ee a ic Md tats Wg. sas Bk: ‘ 
Pe s at a are 5-5 SS area ee p i 1 ne ] : + 
. . a ee eee > ; 4 
Pa is ae es Se ee mee F ; 
: roe ae. Bef ne a owns oe ees” ee ee a te . H 
: Pm B Ck (1 ao ad E 
5 aie Bs “3 a. obs ma) Be Se ty ay Bey is S 5 
Re a ask ea 1 eee (ie YO Se re 3 
aa TS ee eee 3 ae ‘ 
i fois Ge ee +34 ‘ i aoe i ae ahep ee byt ¢ ie 
a eae ale aN E a crs ‘ ieee 4 
oa, . * 5 eet ee Se cit Yoce tt rot } 
a sf ~ es 2 ee le. ~ Bey Py : 
Be . Mpa le 2 4 ie sig sa * Ry: 
é a ig ee ae aia oa “k 
4 Hie. 7" hee * | 2 ‘ Be: % ‘ ij 
‘ “ : Cd : : i. ig ti 4 
k a ay oo ae ee Nai de ; = 3 
-  _iie de i | eae ad : : ; 
2) ee =~ = La = 
(an a - be be : : 
ie i. =) ae eto 2 a he 
i i i ih 8 bia . aed Eee Wet y cag BF eS = P 
i as * ae “ 2 f re > 
i | Sorts ae lh ictal mace ; i— : J 
: Ein . . . pact a Ties e ay aa $ ‘ % 
te BR a gee. Sa ge . 3 
aoe te aD i aE | i 
ay porn Ome eee = ches si 
+. ie re me 
ay i 
. > . “ i as’ olan, oA 
I ; a =e nah ae a; aes 
aaaiattiaita a hc ee Saleen eae ie i ie eee 
ues . ee : Ps a gems eb es Be a oa Bie: Ce ss ee er ; 
fy lla 1 ae ek Pere ads eco ps ae ce ae pote eae seas Sa has 
epee 4 Ah) Be ag oa Ce 2 on ioe BE. yy he Sip ac cat te dat eae | 


s ba Say = . 
hi ; ye eee foe = , Celts 2 
A ie: 4 4 . ‘ . ‘ teaey So ee eid. BITS. > ee. ~ _ — - 7 
ee oe > ' i . ee See , = . : 
aa - ~ ees... r : id ~ ™ chi elie a. 
> bee ~ . ' ie . ee et . 
aeons a os . 
de ey 
-— eee 
ar ’ 
chee 
=a 
os Ne 
ert e 
al 
Bre. 
ae 
ae: 
aes 
ext 
ars 
pee 
b V3: 
A ae NT 
aoe 
oa 
Je: 
+ ss : ‘ ‘ 
ih se? ie , oe oa ES, 
pele Re : y : ; EF ; 
ale FZ 3 % ‘ 4 
a | i =’ y P , ie a 
12: aa ! ex ‘ / 
. ) * \ Rs 3 
seh 
< 
2 a ; 
aes 
sd > 
ar 1 
+ { 
= sh } 
eh. 
ee 
nae 
ant 
ete: ‘ 
we 
wr 
NS eS a 
ue "Ce ¢ 
5 oie nh Bee : : as 
—e < > ays San 4 = . ., 
ey olga . See ee = a te 
i why ae Rg 9, Ween en, i 
ee eames | ; ee eee ei - ea a { 
Pye - > bor eae rie aS it: Pa 
ey oe cag ee eo : Bs. ; 
ah > a : . ee é 
mee : eae ‘ : - ieee 
oy Se oy on a ee ee . 
ad ¢ 
3 
ot 
ae 
me 
eas 
mG 
Syke. 
Papel: 
es. 
o 3 
ad | 
io ed 
Shey \ 
ee 4 " a ; 
— aS ¢ 7 f re J $ 
Fhe ie : P ye ’ 
— “ * . r: \ 1s < 
er “ f avi ”, . ; = aa os 
pay : a f ‘e ‘ fa . ie : 
ae A =p : a s ery 
ous P Bi, ; . ! 
ay b > “ ¥ : 
ae 3 
a 
i, 
a 
re . 
He? 
ee 
BF 
ae 
PH * 
— _ 
ie } 
+ ey ee ore 
= rm fe? ‘4 2. e erg fer. ee 
le Ve ait oe tosis ee : er = 
5 TING i ae}. or oo Pie 5 et cae Pag 
4 4 pee . ae! Boh hs ie ie bit a 
ie ; em ap ope 
i ~ os 5 ee f: is 
fy ub at +l o 
ae ere ’ 4 J 
Flee | 
SA 
pie | 
a 
Pea 
He 
ae 
ie 
a 
3! 
ripe eer’ = es ba 
3 i : : : ; 
age ¢ F *h r, ‘ ~ 
ete She. : ‘ ‘a 3 ; , 
— aed : : 
fae ot i . i , 
age i} yt ; d ; @ 
ey 3 ; : e c 
a 5 ‘: 9 : f 
oe i i ‘fy 
a : less e * iS : , ¥ 
= Ge ny ¥ ees ; 
ae. 
* 
% 
a , 
¥ 
—— 
ms H 
i 4 
of } 
= d 
a ‘ q 
oF : 7 4 - : 
f ‘ . r. : ee ‘ 
he oF exe. |e ; ; a : 
aye erie Hag bs he al bane.) DO: 2 ee ae eran arg et Se ee res ote re . ae te ee =. ks 
Ye a eu. weer + y Ne / ; Gage oe mee pS ees a. oi} eee age ee oe i ek Gs : . e. (he toe ae ae eC a pede: alae % 
ny : a ee ee i eee, fee : ee oe eed ae - - a — 


~ Repeat impressions... every s 
| often we hear from a subscriber's wife asking for. 


husband's back issues of FORTUNE for 
Not all readers, of course, are habitual 
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WORTH 


because of its 


tively ... 


CULTIVATING! 


market. 


Topeka and Topeka’s 21-county Richard J. Murphy, formerly in| 


Soe, potential sales crop ... 

a owt 
Plant the seeds of sales where 6 ee 
they will yield most produc- ; Mgt drive-in market offers a bumper 

in the CAPITAL- o\e crop in real selling potential: 

JOA new Montvale.” $632,654,000 
oe eee eee)? Se eee, «EFFECTIVE BUYING INCOME! 
are likely to see your message [fe [ref Fa ZS 3 
~~ aur won No renal aia Uy tee $418,597,000 
ertising medium can deliver pi VT Tey = ANNUAL RETAIL SALES! 
the penetrating-coverage s/ TRH Oe C8 re 
NEEDED to sell this fertile i aly be 


TOPEKA DAILY CAPITAL 


New York - Cleveland - 


a 
Chicago 


—_——— 


The Topeka Newspaper Printing Co., Inc., agent for: 


TOPEKA STATE JOURNAL 


Kansas City, Mo. - 


San Francisco jative director, and Eugene J. Co-| py Mudd, Spalding treasurer. 


Advertising Age, June 11, 1956 


‘Pit & Quarry’ Enlarges Statf ‘Play Now, Pay 
Pit & Quarry Publications, Chi- 


a 
cago, has made the following addi- Later’ Is Spalding Ss 
tions to its advertising sales staff: | 
Raymond S. Neuwelt, formerly| New M. arketing Plan 
|with Vance Publishing Corp., has | 


|been added to the Chicago office; Cuicorge, Mass., June 5—A. G. 


Spalding & Bros. Inc. has an- 
. * ! | F t 
the New York office of Ping Pub- nounced a national time paymen 
lications saaieaiee Hiram “ng Rob-| plan for the purchase of golf clubs 
‘i i d accessories. 
erts, resigned, in the New York | 4” a 
office; Fred Smith, formerly vp of Details of the “play now—pay 
Simmons-Boardman Publishing later plan are being forwarded to 
Corp., in Chicago, will take over Spalding dealers and will be car- 
management of Pit & Quarry Pub- ried this month in b&w page ads 
lications’ new office in Birming- !" Golfdom, Pro Golfer, Sports Age 
ham, Ala. and Sporting Goods Dealer. Other 


| than the trade magazines, no plans 

|have been set for running ads in 

Marschalk & Pratt Names VPs /consumer magazines, though a na- 

The Marschalk & Pratt division | tional campaign may be scheduled 

of McCann-Erickson, New York, | ater. Young & Rubicam, New 
|has named William E. Chambers York, is handling. 


Jr. a vp and group head. Mr| «his offers our customers a 
|Chambers formerly was with Ben-| new service completely in trend 


ton & Bowles. The division alsc| with the merchandising and sales 
has elected Martin Loehring, cre-| thinking of our time,” said Donald 


gan, media director, vps. 


1956 AWARD OF 


Op enmee me 1989 
of me Fighteeneh Annes! 


Stirorie: Compete 


mld oy 


For Editorial Excellence 
Merchandising, Trade § Export Paper: 


Food Topics 


For Surstensing Singic \seuw 
Pebiched during the period codong 


Many of the most exciting contributions and solid achievements 


Meat! 
Mie ee SE as es 
so A? 

- _ =. ¢ 


honors for 


FOOD T 


THE DENVER STORY 


——— |@ Details of the plan are being 
sent to dealers and pros through- 
out the country. Under the plan, 
the purchaser makes an _ initial 
payment of 10% on his purchase 
to the dealer or pro. The matter of 
collection through time payments 
is then handled by the Beneficial 
'Finance System, with more than 
1,000 offices in the nation. 

Mr. Mudd said the plan’s poten- 
tial offers the prospect of “tremen- 
dous increase in sales of Spalding 
|golf clubs, bags and accessories,” 
|allowing dealers and golf profes- 
|sionals to extend credit completely 
without risk. 


Westinghouse Boosts Sargent, 
Kalbtus; Appoints Smith 
Richard J. Sargent, formerly 
|general manager of the major ap- 
\pliance division of Westinghouse 
|Electric Corp., has been advanced 
|to general manager of marketing 
and distribution of the company’s 
consumer products division. He 
will move from Mansfield, O., to 
Pittsburgh and will assume cer- 
tain duties formerly assigned to 
John F. Myers, vp, who will be an 
assistant to Chris J. Witting, gen- 


ics! 


. " rom 
TOPICS 


“vs 


S 


tte Aootie 


Food Topics’ stark and stirring story of mur- 
derous competition and survival in the food 
trade is selected for special presentation on 
the official program of the Super Market 
Institute . . . rocks an audience of the na- 
tion’s outstanding food operators, distrib- 
utors and manufacturers. 


|. M. SPECIAL CITATION 

In Industrial Marketing’s annual Business 
Paper Achievement Competition, Food Topics’ 
famed special issue “The Store That Sam 
Built” wins a special award for outstanding 
single issue. Out of 615 entries, Food Topics 
is the only retail food publication to win 
an award. 


SYLVANIA MERCHANDISING AWARD 
The 1956 Sylvania Distinguished Merchan- 
dising Award is won by Roy King, Food 
Topics’ noted merchandising director, for 
leadership and contributions to the electri- 
= industry for better lamp bulb merchan- 
ising. 


in the food field today are coming from Food Topics. 


Proof of the enormous service job being done by Food Topics’ editors 


and merchandising men at all levels of retailing, distribution, and 


manufacture is seen in the special recognition, citations and awards 


honoring Food Topics in the past few months alone. 
These honors reflect the hard-cored creative journalism, professional 
know-how and proven ability to meet problems head-on which 
characterize the thinking and follow-through found in every issue 
of the nation’s largest retail food paper. 


FOOD TOPICS 


327 West 41st Street, New York 36, N. Y. 


eral manager of the division. 
Westinghouse also has named 
Thomas B. Kalbfus general sales 
manager of the tv-radio division, 
Metuchen, N.J. He formerly was 
general radio-tv sales manager of 
| Westinghouse Electric Supply Co. 
Joseph B. Smith has been named 
public relations manager of West- 
inghouse’s electric appliance divi- 
| sions, Mansfield. Formerly direct- 
or of pr of Crosley and Bendix 
|home appliances, he succeeds Wil- 
liam C. Parker, recently named 
|mManager of the company’s New 
| York pr office. 


‘Akers Named Chapter Head 


| Fred C. Akers, director of mar- 
|keting research of Crane Co., has 
been elected president of the Chi- 
cago chapter of the American Mar- 
he Assn. Other new officers 
|are Dr. Ralph Westfall, Northwest- 
‘ern University, Ist vp; Genevieve 
Boyd, Earle Ludgin & Co., 2nd vp; 
J. A. G. Robinson, Acme Steel Co., 
treasurer; Jean Ross, Quaker Oats 
Co., recording secretary, and Au- 
|drey Forrdrescher, Needham, Louis 
|& Brorby, corresponding secretary. 


reach 5553 
| POLICE CHIEFS 


via this all-selective 
medium! They buy uni- 
forms, communications, 
weapons, traffic sys- 
tems, parking meters, 
conveyances! Get the 
full story... TODAY! 


NATIONAL REPRESENTATIVE 
Wm C0. ECOPP «associates 


1475 Broadway, New York 36.N. Y. 
35 East Wacker Drive, Chicago }. II! 
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THE CHICAGO BUSINESS PUBLICATIONS ASSOCIATION 

THE CHICAGO CIRCULATION ROUND TABLE 

THE MAIL ADVERTISING CLUB OF CHICAGO 

in cooperation with ADVERTISING PUBLICATIONS, INC. 

Publishers of ADVERTISING AGE, INDUSTRIAL MARKETING 
and ADVERTISING REQUIREMENTS 


SPECIAL 2-DAY 


at the Saininis air- conditioned Edgewater Beach Hotel « Chicago « August 16 & 17 


Get the answers to your Circulation Fulfillment and Promotion Problems 
Here’s a partial schedule for the 2-DAY Seminar. Every subject covered in detail by Circulation Experts with problems same as yours 


Classes covering Problems of FULFILLMENT Classes covering Problems of PROMOTION 


Basic requirements of the Audit Bureau of Circulations and the Busi- List Building—building and maintaining your promotion lists 


ness Publications Audit of Circulations, Inc. Planning the Campaign—the techniques of producing the mail cam- 


Case histories of the fulfillment of paid and controlled circulations. paign, covering all phases from ink, paper, artwork to “what's the best 
—_ ; way to print it?” 
Simplified systems explained step-by-step. : ; 
Testing—lists, offers, copy, enclosures, etc. 
Problems of Personnel—how to communicate your ideas to your circu- : 
: Renewal Promotion 
lation employees. 


Field Selling, Telephone and Convention Selling 
Incentives and motivation. Hiring and firing. Rk cae Pe 


Filing and Indexing—cost-cutting ways of keeping your files. Questionnaires and Maintenance Letters to Readers 


Government Postal Regulations covering Ist, 2nd and 3rd class mail. Insert Cards, Reply Cards, Reply Envelopes 


Renewal systems . . . billing. Gadgets, Gimmicks and Special Ideas 


Plus—Entire Friday afternoon devoted to intimate Round Table CIRCLES OF INFORMATION. Your Chance to “float” from Table To Table and Ask 
Specific Questions of The Experts On Subjects Like These: (Partial list) 


oe Special Systems Tables headed 
Table +1. Audit Bureau of Circulations 7. Billing Procedures 13. Collection Letters — by such companies as: 
2. ~  hnyseggee Audit of 8. Compiling Lists 14. pene tgs & Readership * ADDRESSOGRAPH 
ns, Inc. , : romotion 
. 9. taining Li 
3. Classification & Verification m4 - be 5, 15. Insert Cards, Reply Cards >. 4 - rat ABBRESSING 
Techniques 10. Testing Promotion & Reply Envelopes * -B.M. 
4. Personnel 11. Renewal Promotion 16. Gadgets, Gimmicks & Special ~ REMINGTON RAND 
5. Filing & Indexing 12. Field Selling, Telephone Promotion Ideas SCRIPTOMATIC 
6. Postal Regulations & Convention Selling * UNDERWOOD 
en 1 
Here’s why the Seminar is being held LLOYD PRANG 
: ; MAIL ADVERTISING CLUB 
Many of the circulation problems of business publications are entirely different from the problems 139 N. Clark Street 
facing general publications with mass circulations. Here's your chance to compare your own fulfill- Chicago, Illinois 


ment and promotion techniques with those of similar size business publications. There has never 
been a meeting like this before. 


Please reserve tickets for the 2-Day Circulation Seminar for Business 
Publications to be held on August 16 and 17 at the Edgewater Beach 
Hotel, for the following number of persons_— 


Circulation Managers—bring your assistants 


I am enclosing a check or money order figured at $15 for each per- 


An exceptional opportunity to have your key personnel learn and be inspired to better efforts. You'll iin tel 6 cae 


return home with 1,001 tips for doing the job better! 


Non-profit basis—here’s what it costs 


hn ee ET IIE IE GLI Sen re 
You pay only $15 per person for two full days. That includes all sessions of the Seminar plus two de- 
licious luncheons. The cost has been kept as low as possible to make it easy for you to bring along all Company. aa a cela he 
key circulati rsonnel. 
of your key circulation pe Pe ai eat Sp 
City Zone _State 


Co-Sponsored by: ADVERTISING PUBLICATIONS, INC. 
THE CHICAGO BUSINESS PUBLICATIONS ASSOCIATION 
THE CHICAGO CIRCULATION ROUND TABLE 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
Send the tickets and all information to: (please print) ' 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
THE MAIL ADVERTISING CLUB OF CHICAGO . 


Wr BSL: : f ee : 
Circulation Seminar for All Business Publications § 
SSS , ;' ; 

&. ———- for Circulation Managers and their Key Assistants & 
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Biggest 5-year 
advertising page 
of any magazine 


Three out of four “U.S.NEWS & WORLD REPORT” 
subscribers are managerial men in business, industry, 


CARN 1 > 5 Sang OG Ete pone vere eso cam, 


government and the professions—the men who initiate 


: 


ideas and then follow through to make sure 


these ideas get action. i 

Each week they read “U.S.NEWS & WORLD REPORT” for 
the essential news which affects their important plans 
and decisions. No wonder that more and more of 


America’s successful companies are finding—and 
taking—this direct route to their own best markets. 
No wonder that on top of this 5-year record of growth, 
advertising volume continues ‘to rise—up 10.7% for 
the first quarter of 1956 over 1955: % 
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Source: Publishers Information Bureau f 


- 2.569 pages 


eet?) 


Now more than 800,000 


NET PAID CIRCULATION * 
\¢ aoe © _...double what it was 05967 
io 1,671 Dages ; six years ago 626,496 703,061 ae 


526,945 


$ 451,936 


382,732 


4 
e 
: 
1950 1951 1952 1953 1954 1955 1956 
(1st quarter) 


Source: Publisher's Statements to the Audit Bureau of Circulations 
REN BRN oR sai aL A rat ae 8 is 


An essential magazine 


| | is Essential to more and more readers 
Gi) VAT Leus Magazine aga to more and more advertisers 


New York 20, N. Y. Other offices at Boston, Chicago, 
4}BY ANY OTHER MAGAZINE IN THE FIELD Detroit, Cleveland, Philadelphia, St. Louis, ee 
Los Angeles, San Francisco, and Washington. 
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*WRITE TODAY 
or phone us for informative 


5 Comics Censor Post 
for Private Practice 


‘Judge Murphy Leaves 


| New York, June 6—Judge 
|Charles F. Murphy, 46-year-old president and business manager of 
ex-city magistrate, is leaving his | Archie Comic Publications, today 
post as administrator of the code |told AA that Judge Murphy’s suc- 
authority of the Comics Magazine cessor, who is yet to be named, 
Assn. after two years in the job.|will provide “the same vigorous 

Judge Murphy’s decision to quit | enforcement of the code of ethics.” 


{censoring comics books on Oct. 1 
in favor of private law practice 
was seen in some quarters as pres- 
aging a relaxation of the curbs 
against horror and terror in the 
comics. 

But John Goldwater, association 


Advertising Typographers 
Association of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ALBANY, N. Y. 

Composition Corporation 
ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. 8. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOUS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOUS, MINN. 
Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
havering Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
a Be Edwards Typogmesr, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
uxley House 

Imperial Ad Service 

King Typograp ic Service Corp. 
Linocratt Typographers, Inc. 
Master T Company 

ris F, Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
henge Press, _ 
Typographic Craftsmen, Inc. 

: The Topcemphic Service Co. 
Vanderbilt Jackson Typography, Inc. 
Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
ypographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey's 

SYRACUSE, N. Y. 

Syracuse Typesetting Co., Inc. 
TORONTO, CANADA 

Cooper & Beatty Limited 


An A.T.A. member 


is completely trustworthy 


and enjoys the confidence of 


his clients. This close 


working arrangement plus 


his craftsmanship and sound 


business methods is producing the 


best advertising in publications 


and newspapers today. 


For further information 


contact the member nearest you or 


Advertising Typographers Association 


of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 1, GLENN C. COMPTON, Executive Secretory 
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| Mr. Goldwater said Judge Mur- 
phy is not resigning from the cen- 
sorship job, but rather that “he 
is simply not renewing his two- 
year contract.” He added that the 
judge has “accomplished his pur- 
pose and is now turning to other 
fields.” According to Mr. Gold- 
water, “Not a single comics book 
publisher in the association has 
even remotely suggested” that the 
ethical standards enforced by 
Judge Murphy be relaxed. He 
characterized Judge Murphy’s 
code work as “a great public serv- 
ice.” 

| 

'@ The New York World Telegram 
& Sun reported that Judge Mur- 
phy’s letter of resignation, ad- 
dressed to Mr. Goldwater, was 
“cordial” but added that “it was 
learned there has been consider- 
able friction between the admin- 
istrator and some association mem- 
bers over relaxing censorship 
regulations.” 

Asked about this today by AA, 
the judge said he had “no com- 
ment.” 

When the one-time city magis- 
trate took over the comics czar 
spot in September, 1954, he said 
that 23 publishers, five engravers, 
seven distributors, six printers 
and one mat maker—all members 
of the association—had given him 
a budget of $100,000 to enforce the 
comics code. This forbade use of 
the words “horror” and “terror” 
in titles, and banned “lurid, grue- 
|some or unsavory illustrations.” It 
|also barred the portrayal of crime 
|in any way which would foster or 
| Promote distrust of law enforce- 
j}ment agencies. Suggestive scenes 
and salacious illustrations were 
\likewise banned. 


|@ Judge Murphy’s letter of “resig- 
nation,” dated May 9, went like 
| this: 

“Dear Mr. Goldwater: 

“This is to advise you that as of 
Oct. 1, 1956, I shall devote my full 
time to the practice of law. I wish 
you to know, therefore, that I am 
not interested in renewing my con- 
tract. I am notifying you of this 
decision now in order to give you 
adequate time to choose a succes- 
sor. 

“The office of the code author- 
|ity and the industry have every 
|reason to be proud of the achieve- 
ments which have thus far been 
| accomplished. 
| “In the months remaining I be- 
lieve we will make additional 
progress, so that by the expiration 
date of my contract the major 
problems confronting the industry 
when I assumed this office will 
| have been resolved. 
| “I will not attempt to enumer- 
|ate the gains that have been made 
lor the commendations that have 
|been received. All of these things 
|are a matter of record. 
| 
|a “I hope to present you with a 
|report of my stewardship before 
|relinquishing my office. I am sure 
\it will be one which will make the 
board of directors and the industry 
‘itself proud of the public service 
which we have contributed in our 
mutually cooperative efforts dur- 
ing my period as code administra- 
tor.” 


Hamilton Adclub Elects 
Stephen Thompson, assistant 
manager of the Hamilton Credit 
Bureau, has been elected president 
of the Advertising Sales Club, 
Hamilton, Ont. Other officers are 
Wilfred Searle, Nelson Long & 
Sons, vp; Harold Dennison, Rus- 
sell T. Kelley Co., reelected secre- 
tary, and James Brechin, general 
insurance, reelected treasurer. 


Potter Joins Glenn 

Rex Potter, formerly an adver- 
tising consultant, has been ap- 
pointed general manager of the 
Houston offices of Glenn Advertis- 
ing. Glenn Advertising recently 
moved to new quarters at 803 
Lovett. 
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Written and Edited to Merit Your Confidence 


The 


Houston 


Post... 


again in 
community 


service 


For the fifth time in 


the past eight years, The Houston Post 

has been judged first in Community 

Service among large city newspapers in Texas. * 
The Texas Associated Press Managing Editors 
Association at its latest convention named 

The Houston Post first place winner in the big-city 
division of its annual Community Service contest. 
An essential part of the lives of over 200,000 
Texas families, The Houston Post is written and 
edited to merit their confidence. They have confi- 
dence in its advertisers, too. That’s why your ad 


works harder for you when you pick The Post. 


COMMUNITY 
SERVICE 


COMMUNITY 
-SERVICE 


COMMUNITY 
SERVICE 


COMMUNITY 
SERVICE 


SERVICE 
1948 


WE Se 


RAW RAILILR. 


ae 


. ae TERE a: § A Ae is , oo a ee : — 2 sere... ae ey eS 1 ee ‘oe ie ge) can * oa ae ie AEs. Tes | 
i PN 4 
; \ : $ 
} LA ie 
4 \ 4 2 

LY A 
) st 
ii J PLACE : * 
i ae : 
i (1988 A | 
>» “ ' 
ye aa ee 
st ; 1 : a | 
. ST oJ ! $ 
. PLACE > 3 
©} ° 
: % *leTe “(° e 
a > spay, | 
/ s 7 \2 i 
, W $ sé \W 
4 PLACE K s 
ee ? 
| vo i992 ff a 
ON Ae | 
‘ NS, .& ww — KS \ : ; 
4 SAU Pay | ‘ 
4 AY ap : 
J * : 
af K/ TN : | 
CO aS 
7 | ST = et ee 2 
E PLACE rT Ee 
|| i F F 
| e O * 
4 1951 S) 
'*. Be re 
“aS o> : 
| FREY < 
<< ae 
| Ve Si r mas 
ee Vy ST ay ; 
/ PLACE ‘ /) : 
{ COMMUNITY RY * 
{ y * A 
\ mf | 
“Sd = a 
Represented Nationally by Moloney, Regan & Schmitt =a 5 Zé : 
THE HousTON Post = 
HE | ST | 
a KE The Post also won first place in Sports News and 4 
News Feature Pictures, second place in Women's News, and i" 
additional awards in four other categories. ‘ 


26 


Gross to Market 
New Capehari Line 


New York, June 6—Robert A. 
Gross, president of the new Cape- 
hart Corp., reports that his com- 
pany expects to have a new line of 
tv sets on the market by late 
August or early September. 

Mr. Gross is head of an invest- 
ment company which recently 
bought the worldwide use of the 
Capehart name and Capehart’s in- 
ventory of hi-fi record players, 
radio and tv sets from Internation- 
al Telephone & Telegraph Corp. 

Two Flora, Ind., plants, which 
turn out record players, radios and 
cabinets, were included in the pur- 
chase. Test equipment machines 
in Capehart-Farnsworth’s Ft. 
Wayne plant also were a part of 
the sale. 

J. M. Mathes Inc. handled the 
Capehart account for the com- 
pany’s former owner. Capehart 
Corp. is too new to have had time 
for an agency selection, but Mr. 
Gross plans to start listening to 
presentations in three weeks or so. 


® IT&T, which operated its Cape- 
hart-Farnsworth business under 
two divisions, keeps the other di- 
vision, Farnsworth Electronics Co., 
which is engaged in government 
work. The Ft. Wayne tv plant will 
be retained by this division. 

The company, which was formed 
to keep the Capehart name alive 
on the tv set market, is the Ben 
Gross Corp. A principal investor 
in that corporation was Gross Dis- 
tributors, which distributed the 
Stromberg-Carlson radio-tv line 
in this area unti! it went off the 
market. It also distributes Lewyt 
vacuums, Magic Chei ranges and 
Biackstone washers. 

Mr. Gross said the new owners 
have decided to operate their com- 
pany under the name of Capehart 
Corp. A move is on now to acquire 
a tv plant, but Mr. Gross would 
not say with whom they are 
negotiating. 


ADMIRAL BUYS RADIO, 
TV UNITS OF RAYTHEON 

Cuicaco, June 5—Admiral Corp. 
last week bought the television 
and radio manufacturing division 
of Raytheon Mfg. Co. located here 
for an undisclosed sum. 

The new properties will be op- 
erated as the Belmont division of 
Admiral. Included in the deal are 
two plants with 430,000 sq. ft. of 
space, an inventory of finished tv 


and radio receivers and plant 
equipment. 
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the EXCLUSIVE COVERAGE of 


U.S. COAST GUARD 


MAGAZINE 


AND SELL THE U.S. 
COAST GUARD MARKET 


U.S. Coast Guard Magazine is the only 
publication edited exclusively for Coast 
Guardsmen. ‘They give first (and often 
only) attention to U.S. Coast Guard 
Magazine news, features, pictures 
and advertising. 


PUBLISHED 6Y 
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THE AMERICAN WREKEND - THE MIDTARY MARKET 


Ross D. Siragusa, Admiral 
president, announced that no 
changes are contemplated in the 


| present organization. “It is our in- 


tention to expand this manufac- 
turing operation and to move into 
the high fidelity phonograph field 
as well,” he said. “Admiral’s re- 
sources and technical know-how, 
including printed 
automation, will be utilized fully 
by this new division.” 

Henry F. Argento, a Raytheon 
vp and manager of the tv and ra- 
dio operations, will join Admiral 
in a similar capacity in the Bel- 
mont division. 


® The status of Henry M. Hemp- 


circuits and/| 


stead Co., which handles adver-|a successor in a week. 


tising for Raytheon’s radio and tv| 
divisions, apparently has not been | have represented about 10% of the 


Raytheon’s tv and radio sales 
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signed. Mr. Allison, formerly as- 
sistant to the general sales manag- 
er, fills a post that has been vacant 


determined. An agency spokes-|company’s total sales volume in the for some time. 


man told AA that Hempstead is) 


past three years. This business has 


still Raytheon’s agency and that no / not been profitable, Raytheon of- Wilson Expands in TV 


notification to the contrary has 
been received. There has been 
little advertising this year for| 
Raytheon’s tv and radio products, 
AA learned. 

Meanwhile, rumors are flying 
concerning a new agency for Ad-| 
miral to replace Russel M. Seeds 


|\Co. Seeds and Admiral parted com- 


pany three weeks ago (AA, May 
21). An Admiral official said the 
company has been talking to sev- 
eral agencies, and it might name 


ficials said. 


CBS Radio Spot Names Three 
Thomas H. Peterson and Milton 
F. Allison have been named west- 
ern sales manager and eastern 
sales manager, respectively, of 
CBS Radio Spot Sales, New York. 
Mr. Peterson succeeds Gordon F. 
Hayes, who moved up to general 
manager of the representative 
company. Mr. Hayes replaced 
Wendell Campbell, vp, who re- 


| Wilson & Co., Chicago meat 
packer, has signed for sponsorship 
|of “Dr. Hudson’s Secret Journal,” 
a tv syndicated film show, in more 
than 20 major markets next sea- 
son, an increase over the six mar- 
kets this season. The move is part 
of an increased Wilson program of 
market by market sponsorship of 
filmed shows. Needham, Louis & 
Brorby and U. S. Advertising Corp. 
are the agencies for the Wilson 
|products participating. 
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based on Nielsen measurements of 


Philco Advances Five general manager of the accessory 
the automobile audience. 


to Executive Posts |division, succeeds Mr. Bowes as 
Henry E. Bowes, formerly gen-| general manager of the home radio | 
eral manager of the home radio division, and Rayford E. Nugent. Baldwin, Bowers Ac ds One 
division of Phileo Corp., Phila-~ Was promoted from general sales| Bell Aircraft Cc:p., Niagara 
delphia, has been named vp and Manager to succeed Mr. Shallow.) Falls, N-Y., has appoi ‘ed Baldwin, 
general manager of the television ‘Bowers & Strachan. Buffalo, to 
division, succeeding James M. RAB, Nielsen Sign Contract handle its advertisi»z. Comstock 
Skinner Jr., recently elected pres- | Radio Advertising Bureau and & Co., Buffalo, formerly handled 
ident. At the same time, John L.'A. C. Nielsen Co. have signed a/|the account. 
Utz, formerly sales manager of _contract under which Nielsen will | 
the television division, was named | supply to RAB specially computed |Moss Heads C&M Industries 
to the new position as general |cumulative audience figures for Joseph H. Moss Jr. has resigned 
manager of portable television re- | certain station and network adver- | as an account executive of Kenyon 
ceivers. Gibson B. Kennedy, who tiser schedules. RAB will publish |& Eckhardt to become presiden 
of C&M Industries, New York, 


| stations in the Midwest, conducted 
by the Oil Industry Information 


TV Stations Prefer 
15-Minute Travel 
Films, Study Shows 


Cuicaco, June 5—Quarter-hour 
motion picture films produced by 
industry and other groups are more 
popular with television stations 
than those of 30 min. These films 
are used on sustaining and public 
service time. 

In a survey of 83 commercial tv 


|\Committee of the Chicago metro- 
|politan area, 35% of the stations 


has been merchandising manager at least 12 different Nielsen re- 

for television, will succeed Mr. Utz ports on various cumulative sched- | national merchandising-selling or- 

as sales manager. ules during 1956. In addition, RAB | ganization in the plastics and elec- 
sneemite | 


James J. Shallow, will issue this summer a report /|tronics fields. said they preferred quarter-hour 
& 2) P ache 
“ 
; 
ay 
¥ 
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Quintin 5 
yy with Father, the adventures of the ys 
lovable Days, is a family portrait framed in gilt- Vo 


edged success...a best-selling book, a record- : 
breaking play, a smash box office movie and a 
hit on the CBS Television Network. 


Nowa sparkling syndicated film series, Life with 5 Co 
Father is continuing to delight large family fe OA} 
audiences everywhere. Inseven-station Los i me) oe 
Angeles, for example, Life with Father isthe | doom 
top-rated syndicated series in the market...seen a J vs 
by one out of three homes watching television. te fan a 
In Columbus, it commands a 70% share of es 


audience. And in Denver, competing with two 
big network programs and a local sports show, 
it draws a 38.7% share of audience. Life with 


Father reaches wonderfully balanced audiences fo>+ 
too. An average 22% men, 41% women, 37% J’ y, oh 
ws, <7 


children...just right for selling the entire family. 
Why not let the great Days start selling for 
you? Just call the distributors of the fastest- 


moving films in television... 


CBS TELEVISION FILM SALES, INC. 


New York, Chicago, Los Angeles, Detroit, San Francisco, Atlanta, Boston, 
Dallas, St. Louis. And in Canada: S. W. Caldwell, Ltd. 
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films, 20% half-hour films and 
45% had no preference. 

Travel films were the most pop- 
ular kind with the stations and 
were mentioned by 81% of those 
questioned. Science was named in 
65% of the replies. The story of in- 
dustry, mentioned by 40% of the 
stations, rated lowest. Industry 
documentaries rated particularly 
low with the large-market stations. 

Results as to specific film length 
were inconclusive. Lengths of 1442 
min. and 28 min. were more popu- 
lar than others, but there were a 
varied assortment of times listed 
in the returns. 


Built-In Appliances Gain 

According to a survey by Build- 
ing Products, Hudson, O., the use 
of built-in ranges and ovens in the 
residential field will increase by 
51% during 1956. Last year, two of 
every nine builders questioned by 
the magazine reported they used 
built-in cooking units in all of 
their new homes. In 1956, two out 
of five will offer built-ins in 
homes under construction. 


... and of course the biggest 
bonanza in the West is the 


CALIFORNIA 
STATE 
PACKAGE 


To sell the Wes!, buy the new 
transit advertising package —the 
CALIFORNIA STATE PACKAGE 

... large economy size! 
Reach more Californians! 
CALIFORNIA 
STATE PACKAGE 
covers transit systems serving 75% 
of the state’s population in the 
dominant market areas... includ- 
ing San Francisco, Oakland, 
Los Angeles and San Diego. 
Save 20%! 

Buyers of full showings in the 
CALIFORNIA 
STATE PACKAGE 
receive a 20% discount. 
Dominate the medium! 

Buy second full showings for 50% 
of the discounted rate. 


THIS 
TRANSIT ADVERTISING 
BUY OF THE YEAR 
1S OFFERED BY 


FIELDER, 
SORENSEN & DAVIS 


130 Kearny Street, San Francisco 8, Californie 
376 17th Street, Oakland 12, California 


. 
HARWOOD 
HOYT FAWCETT 


235 Broadway, San Diego |, Colifornia 
e 


CALIFORNIA 
TRANSIT ADVERTISING, 
INC, 


2233 Beveriy Bivd., Los Ange'es 57, Colifornia 


ASK YOUR NEAREST MUTUAL OFFICE 
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Charles Minor Retires 
from ‘Popular Mechanics 
Charles F. Minor has announced 


|his retirement as midwestern 
0 : L M A x K 7 T i N G D jadvertising representative of Popu- 
lar Mechanics, Chicago. Mr. Mi- 


es eee 


OCR VROATION FON aA Tee evens 


... but EVERY DAY is an 


y KWOW : 


pid yO 


Sy aa 
thot this is N 
LETS-DLAY- GOLF WEEK nor, who will mark 50 years serv- : 
You can cover this $12,000,000,000 market — at the ice with the publication on Jan. t 
and also ; buying level—with NPN. It’s the only magazine edited '27, 1957, will continue with the 


‘company as a consultant. For the) 
remainder of this year, he will as- 
sist in the reassignment of his ac-| 
counts and territory to other sales- 
}men and will work with these) 


for and directed to the men who purchase and main- 
tain virtually all equipment and facilities for the stor- 
age, transportation and merchandising of oil products 
and TBA. Make sure they see your story regularly 


——a* 


FATHER & SON WEEK ? 


ree" 


in NPN. 


Niational 
[Pletroleum 


[News 


the McGraw-Hill Magazine of OIL MARKETING 


@ @ Estodlished 1909. published monthly 


NPN Factbook published as a 13th issue in May 


salesmen in an advisory capacity. 


Hilton & Riggio Gets Golf Balls 
| Hilton & Riggio, New York, has} 
|been appointed to handle the in-| 
troductory advertising and sales} 
promotion for the new PGA golf | 
equipment and accessories to be 
marketed nationally by Jack 
Moone Enterprises Inc., Hacken- 
sack, N. J., under an exclusive 
franchise from the Professional 


| Golfers 


| 


Assn. of America. Color | 
ads in national magazines will be} 
used. 


William E. Cranston, President of Thermador Electrical Manufacturing Company, says: 


“House Beautiful continues to produce 


inquiries at lowest cost of any magazine” 


Notice that word continues! Consistently since 
1948, Thermador’s advertising to House 
BeauTiFut’s 650,000 Pace Setter families has 
produced successful sales results. Because: 
this top-income audience (344-million men 
and women) read House BEAuTiFuL for ideas, 
ways and products to help them achieve the 
best in today’s living. 


“Thermador — the original built-in electric 
range unit — was introduced to America by 
your great magazine,” writes Mrv Cranston. 
Introduced to both consumers and dealers! 


ee eee. 
~—s Ve 4 * = a0 


Boo 4 Wiis al 


Thermador had dealer-distributors in only 
16 states when their first ad appeared in 
1948. Now their distribution is nation-wide. 


Because: over 56,000 people actively engaged 
in retail and building trades subscribe to 


House BeauTiFuL to keep them ahead of 
the market. 


House BeautiFut can sell your product,too, 
and keep it sold on both sides of the counter. 
Write for all the details about this richly 
responsive market. House BeautiruL Maga- 
zine, 572 Madison Ave.. New York 22, N. Y. 


} 


| 
| 


“a 
Pace Setter House for 1956. 


Chicago + Atlanta + Boston 
Detroit + Miami * Tyler 


Cleveland + Los Angeles 


Ou ForEstTER 
Tiers 0 eilong, ties nae ths tmnctecd 


PA OE EN SR I EE 8 Oo 


FROSTY—Brown-F orman Distillers 
Corp. is promoting Old Forester as 
a summer drink with this ad telling 
how to make “Forester Frost.” 
The ad is scheduled for Life, Time 
and Town & Country in June, July 
and August. Ruthrauff & Ryan, 
Chicago, is the agency. 


Newberg Predicts 
10,000,000 Auto 
Market by 1965 


SEATTLE, June 8—William C. 
Newberg, president of Dodge divi- 
sion, Chrysler Corp., today pre- 
dicted that an 8,000,000-car mar- 
ket will be “nothing much to shout 
about” from 1960 on, with a 10,- 


/000,000 market likely by 1965 or 


shortly thereafter. 

In a talk before the local cham- 
ber of commerce, Mr. Newberg 
said record-breaking sales of cars 
in 1955 represented the “first 
clear tip-off” on the real size of 
the demand for cars in the U. S. 
Mr. Newberg, a University of 
Washington graduate, is here to 
receive the school’s “most dis- 
tinguished alumnus” award for this 
year. 

The Dodge executive acknowl- 
edged that production and sales 
figures for the current year are 


below the 1955 level, with 2,800,000 


passenger cars being built in the 
first five months of 1956 as com- 
pared with 3,600,000 for the same 
period last year. 


s “This situation has led some 
people to say there was something 
very abnormal about last year’s 
automobile market,” he said. “It 
is my own belief, however, that in 
1955 we got the first clear tip-off 
on the real size of the demand for 
ears under conditions that we 
might call normal, dynamic growth 
in the economy. 

“We may not have another year 
as big as 1955 for another few 
years. But the chances are very 
good that from 1960 on we will 


|consider an 8,000,000-car market 


as nothing much to shout about.” 

Mr. Newberg based his predic- 
tions on the growth of U. S. popu- 
lation, the increase in the number 
of multiple-car families and 
scrappage rates for worn-out cars. 
He pointed out that the auto in- 
dustry is preparing for the ex- 
panded market by huge capital in- 
vestment programs. 


Konikow to ‘Ad Requirements’ 

Robert B. Konikow has been 
named managing editor of Adver- 
tising Requirements, Chicago, suc- 
ceeding Bert Enos, who resigned 
recently to become managing ed- 


| itor of Modern Railroads. Mr. Kon- 


ikow, who has been a regular con- 
tributor to AR since its inception, 
formerly worked as a special cor- 
respondent in Washington. 


Freeman Named Nielsen VP 
Dr. R. L. Freeman, formerly 
chief engineer, has been elected 
vp and coordinator of field, in- 
spection and engineering opera- 
tions of A. C. Nielsen Co., Chicago. 
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More Pull... Less Cost 


Sellers of materials-handling equipment consistently place 
more pages of advertising in Business Week than in any other 
magazine in its field. Advertisers in 1955: 


Everywhere in business and industry, the age-old principle of the block 
and tackle is a compelling call to progress: Pull more! lift more! produce 
more! . . . with less effort. 

And, if it is good business to use the old block-and-tackle principle in 
the form of a factory lift truck... or in the form of an office machine 
that multiplies mental effort . . . then it is also good business to advertise 
in Business Week when you want to influence management men. 

For, in Business Week, each advertising dollar you spend does more 
work —gets you more business-management readership—than the same 
dollar spent in any other general, general-business, or news magazine. 

Yes, to boost the efficiency of your advertising dollar. . . 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS 
WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 


.. Brace 


ao 2 


Allis-Chalmers Manufacturing Co. 
(Buda Div.) 
American Chain & Cable Co. 
Barber-Greene Co. 
Chain Belt Co. 
Clark Equipment Co. 
Conveyor Specialty Co., Inc. 
Cushman Motor Works, Inc. 
Darnell Corp., Ltd. 
Equipment Manufacturing, Inc. 
Evans Products Co. 
Faultless Caster Corp. 
Gardner-Denver Co. 
(Keller Tool Co.) 
General American 
Transportation Corp. 
General Motors Corp. 
(Euclid Div.) 
Gerlinger Carrier Co. 
B. F. Goodrich Co. 
Goodyear Tire & Rubber Co. 
Great American Industries, Inc. 
(Colson Corp.) 
Harnischfeger Corp. 
Hewitt-Robins, Inc. 
Hyster Co. 
International Harvester Co. 
(Frank G. Hough Co.) 
Jeffrey Manufacturing Co., The 
Joy Manufacturing Co. 
R. G. Letourneau, Inc. 
Link-Belt Co. 
Magnesium Co. of America 


Manning, Maxwell & Moore, Inc. 
Mechanical Handling Systems, Inc. 
Mercury Manufaciuring Co. 
Moore Engineering Co. 
Morgan Engineering Co. 
National Conveyors Co., Inc. 
Oliver Corp., The 
(A. B. Farquhar Co.) 
Otis Elevator Co. 
(Baker-Raulang Co.) 
Palmer-Shile Co. 
Penn-Texas Corp. 
(Industrial Brownhoist Corp.) 
Pittsburgh Steel Co. 
Prairie Schooner Co. 
Rapids-Standard Co., Inc. 
Raybestos-Manhattan, Inc. 
Raymond Corp., The 
Republic Stee! Corp. 
Revolvator Co. 
Richards-Wilcox Manufacturing Co. 
Rotary Lift Co. 
Roura Iron Works, Inc. 
Standard Conveyor Co. 
Stewart-Warner Corp. 
(Bassick Co.) 
Thomas Truck & Caster Co, 
Towmotor Corp. 
U. S. Rubber Co. 
Jervis B. Webb Co. 
Whiting Corp. 
Yale & Towne Manufacturing Co. 


Source: Publishers Information Bureau 


A McGRAW-HILL PUBLICATION 
Member—Audit Bureau of Circulations 
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Helena Rublinstem's 


Jazz 


: to reach more doctors tell your story in | 


MODERN MEDICINE 


where 77.4% or a projected total of 94,371 
doctors look through or read the ads. 


RED, HOT—AND COOL—This Jazz lipstick ad won first prize for Helena 

Edited by a board of 58 eminent MODERN MEDICINE Rubinstein Inc., New York, in the 1955 advertising awards com- 

medical leaders under the direction of petition sponsored by the American Music Conference, Chicago. 

Wolter C. Alvarez, M. D., Editor-in-Chief. The contest covered the use of musical themes in advertising of 

non-musical products, services or causes. Ogilvy, Benson & Mather, 
New York, prepared the winning ad. 


America’s Most Influential Medical Journal 
Minneapolis « New York « Chicago « Son Francisco « Los Angeles 


Nalley’s Pushes 
Potato Chips with 
Local Blurb Contest 


Tacoma, June 5—A five-week 
contest that asks entrants to puff 
|with pride for their home town and 
|offers prizes that tie in with out- 
door living has been launched in 
|Portland, Ore., by Nalley’s, spe- 
{ctalty food manufacturer. 
| The promotion is on behalf of 
|Nalley’s potato chips. Contestants 
are to complete the following 
statement in 50 words or less: “I 
| like to live in Portland and vicin- 
|ity because...’ One wrapper from 
|a Nalley’s potato chip bag or box 
|must accompany each entry. 

First prize is a complete patio- 
| barbecue setup for outdoor living, 
|}valued at $500, including a por- 
| table barbecue, a tv set, a refriger- 
lator and a $100 food certificate. 
Second prize is valued at $100, 
third at $50, plus 25 additional 
{prizes of Duncan Hines outdoor 
grills. 


® In explaining the tie-in with 
outdoor living, Nalley’s indicated 
in its trade announcement that al- : 
though the outdoor eating equip- ) 


ment business is new, total U.S. 
sales rose from practically nothing 
in 1950 to $70,000,000 last year. 

| Promotion for the contest in- 
|cludes 1,000-line two-color news- 
paper ads for kickoff, plus b&w 
|ads, saturation spots on radio, and 
|point of purchase material. Con- 
|test prizes are displayed at retail 
| stores. Entry blanks are stapled to 
|Nalley’s potato chip bags and 
boxes, and pads of 50 also are 
| made up for use on chip racks and 
| with displays. 


"RAINY DAY COVERAGE” 


4 4 
The “rainy-days” of hundreds of thousands of families from coast 
to coast are covered by giant insurance companies located in the 


Prosperous Piedmont section of North Carolina and Virginia ... one of | The agency is Ruthrauff & 
the major insurance centers of the Nation. | Ryan, Seattle. 
WFMY-TV, located in the heart of the hte sapeisar Piedmont, gives Beso Advances Pesqusen 
you “rainy-day,” as well as every day, coverage too! Robert P. Ferguson, formerly 
Rain or shine—since 1949, wrmy-Tv has been the No. 1 technical and economic analyst in 
. é h 2 milli the manufacturing department of 
salesman in this 50 county area where there are more than 2 million Esso Standard Oil Co., New York, 


potential customers for your product. has been appointed head of the 

- : company’s expanded economic and 

With full 100,000 watts power on Channel 2, WFMY-TV ; marketing research division. The 

is the only cBs station that gives you unduplicated cBs coverage of this enlarged division will include five 

$2.5 billion market. sections—merchandising and mar- 

Martinsville, Va P P ‘ keting research, distribution and 
For outstanding sales results in the Prosperous Piedmont . . . every exploratory research, statistical, 

Denville, Vo day of the year . . . call your H-R-P man today. economic and price analysis. Mr. 
Reidsville Ferguson joined the old Standard 


Chapel Hill Oil Development Co. (now Esso 


Greensboro Research & Engineering Co.) in 


Sudem 1936. He transferred to Esso Stand- 
Winston-Salem (iy That ard Oil Co. in 1941, and moved to 


High Point the company’s New York head- 


4 | quarters in 1946. 
Selicbury Pinehurst 
|Hull Named Rippey Partner 


Santord John W. Hull has been elected a 

— Steereress. &. S. \Keoten & Co, Doreen. Dir. inol 
has served as an account executive 
|with the agency and its predeces- 
sors since 1952. 


Represented by —- + al 
ear 


WEMY.-TV...Pied Piper of the Piedmont Harrington, Righter & Parsons, Inc. 
New York — Chicago — San Francisco ——- Atlonta 
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Force U.S. Action 
on Channel Lack, 
Landau Urges 


(Continued from Page 3) 
that film programming is un- 
desirable, unoriginal, unexci- 
ting and unimportant insofar as 
network broadcasting is con- 
cerned” and that “networks 
have a monopoly on creative 
thinking.” He pointed out that 
a number of audience favorites 
on the networks have been pro- 
vided by the film distributors. 


® The film executive also had 
a word to say about the “huge 
investments” made by the net- 
works. 

“I’m fully aware of these 
losses—my brief [to the Senate 
commerce committee] ex- 
pressed complete sympathy 
with the networks in this re- 
spect,” he said. “But let’s not 
forget that ‘NBC is a service of 
RCA’—the quote is off your 
letterhead, by the way—and 
that the investment could con- 
ceivably have been exactly that. 
A service to RCA. 

“Let’s not ignore the fact that 
while NBC was incurring these 
heavy losses, the head of the 
family—RCA—was busily earn- 
ing huge sums by manufactur- 
ing television sets, tv electronic 
equipment and collecting royal- 
ties on its many patents used in 
tv set production by itself and 
other manufacturers. 

“NBC-RCA’s investment in 
early television can hardly be 
put in the category of unre- 
strained altruism.” 


s On the economics of the sit- 
uation, Mr. Landau commented: 
“NBC’s own figures give the fi- 
nancial side of the story with 
extreme clarity. They show that 
network television got ‘only’ 
$520,000,000 in national adver- 
tising in 1955, whereas $724,- 
000,000 went into magazines 
and $750,000,000 into newspa- 
pers. 

“What’s missing is the fact 
that the over half a billion was 
shared by only three networks; 
the other dollars were divided 
among hundreds of magazines 
and probably thousands of 
newspapers. 

“Also missing is the fact that 
of this half billion total, a third, 
or less, went to the station own- 
ers, whose individual invest- 
ments made the whole network 
structure possible; the lion’s 
share went to the networks 
themselves. 

“The simple fact of the mat- 
ter is that most of a station’s 
best time is devoted to net- 
work programming—percent- 
age-wise the least profitable 
part of its income. I say that if 
network broadcasting as it is 
presently constituted is to con- 
tinue—and I am on record as 
saying that, in my opinion, it 
should—a way must be found 
to make more network pro- 
gramming available to more 
stations and on a competitive 
basis that would make it profit- 
able for many, rather than for 
the few.” 


Two Join ‘Life’ Sales Staff 

Dana Joseph Freeman and 
Fred H. Cutts Jr., both former 
merchandising zone managers 
of Life, have been appointed to 
the magazine’s sales staff in 
Detroit and Philadelphia, re- 
spectively. 


Hoffman & York Adds One 

Dremel Mfg. Co., Racine, 
Wis., manufacturer of portable 
hobby power tools, has ap- 
pointed Hoffman & York, Mil- 
waukee, to handle its adver- 
tising, 
relations. 


| Angeles at 3243 W. 8th St. Head of 


| KMBY, Monterey, Cal., 


marketing and public | 


The Los Angeles (ffice will be 
In California Cities — ba =, vassidy, _ 
will transfer fr ‘arson’s New 
me E. Pearson Co. and John) |York staff. F. A. (M.ke) Wurster, 
earson Television, radio-tv 
station © formerly with Batten Barton, Dur- 
epresentatives, have set up | tine & Osborn, wil re lace Mr. 
company-owned offices in San rs idy in New Yo: . 
Francisco at 58 Sutter St. and Los | ~#5¢Y 4 


Pearson Adds Offices 


the former is B. P. (Tim) Timothy, | Shulton Forms New Division; 


formerly with Free & Peters. Mr.| Names Brudno & Bailey 

Timothy currently is president of} Shulton Inc., New York, has 
which he| formed a pharmaceutical division 
will continue to serve in an ad-|and named Roy Stogner product 
visory capacity. manager. The first items to be in- 


| troduced will be Thylox medicated 


31 


sumer, business and medical pub- 
lications will be used, plus radio 

Brudno & Bailey has been ap-|and promotional aids. Wesley As- 
pointed to handle advertising for | sociates handles advertising for the 
the pharmaceutical division. Con-| toiletries division. 


SURE STRIKE! 


soap and medicated cream. 


11,047 selected op take de dealers BR. Fam 
FISHING TACKLE TRADE NEWS 


“WILMETTE 
ILLINOIS 


How high 


IS Up... 


That's hard to say... eSpecially in Pittsburgh where the Post- 
Gazette's advertising hit alltime highs in four of the past five years 
and right now is 25%, ahead bf 1955, our previous record year! 


Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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Advert 


Put your Advertising Outdoors and Watch America Go Buy! 
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Poster designed by D’ Arcy Advertising Co 


for more SALES POWER . 


E. B. REBHAN, Asst. Gen. Sales Mgr.— Merchandising 
Packard Clipper Division, Studebaker-Packard Corp., says: 


“Across America, outdoor posters like these, will dramatically present the 
beauty and advanced styling of the 1956 Packards and Clippers, to a nation 


on-the-go. We chose outdoor boards in 63 major markets for their unparalleled “ 
° ability to provide maximum recognition value at lowest possible cost per 
impression. This program by Packard is further evidence of this company’s 1 
determination to spend an ever-increasing amount of advertising money at the ; 


local level. We intend to give our dealers, in every market, the backing their 
efforts deserve at the local level—where sales are made.” 


SALES POWER . .. WHERE AND WHEN YOU NEED IT! 3 
The utmost in flexibility is offered by Outdoor Advertising. Saturation campaign? 
OUTDOOR does it. Nation-wide or regional coverage? OUTDOOR does it. Yes, 

OUTDOOR does it at low cost... only 15c per 1000 in average national campaign. i 
And T.A.B.* Studies show that 93% of people SEE OUTDOOR. Average person sees 7% 
it 22 times per month! Here is SALES POWER you can use! ae 


*Traffic Audit Bureau 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N. Y. 
ATLANTA © BOSTON « CHICAGO * DETROIT * HOUSTON * LOS ANGELES 
PHILADELPHIA « ST. LOUIS « SAN FRANCISCO © SEATTLE 


ae 


Copyright 1956 Outdoor Advertising Inc. 
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SHAGGY LEGEND-—According to Ainu 
legend, this bear was good at 
catching fish but lost them on his 
way home. The copy on the poster 
says, “Don’t be like the bear—use 
Sustane to protect your food.” 


Ainu Tale Is Motif 
of Preservative’s 


Posters in Japan | 
Des Ptarives, Itu., June 5—A| 


of a poster being used in Japan by | 
Japan Gasoline Co., Far East sales 
agent for Universal Oil Products 


additive, which is designed to pro- 
tect food from rancidity. 


Ainus, aborigines of northern Ja- 
pan, the bear was quite a fisher-| 
man and impaled his catch on a} 
bamboo pole. But he wasn’t bright | 
enough to plug the end of the pole, | 
and the fish slipped off as he 
walked home. The Ainus, smarter | 
than the bear, followed him and) 


picked up the fish, saving them-| 
selves the trouble of looking for'| 


food. | 

Freely translated, the copy on 
the poster says, “Don’t be like the 
bear—-use Sustane to protect your 


food.” 


Adds Three to N. Y. Office 
Arndt, Preston, Chapin, Lamb & 
Keen, Philadelphia, has added 
three members to its New York of- 
fice. They are George H. Miles Jr., 
account manager; Roberta D. Miles, 
fashion director, and Virginia 
Cummings, fashion merchandising 
and publicity. Mr. and Mrs. Miles 
formerly headed their own com- 
pany. Miss Cummings, formerly in 
charge of advertising and publi- 
city for Ann Fogarty, joined Mr. 
and Mrs. Miles last September. 


hes fl tn 
HON You Look ee 


Constant linage leadership .. . 
year after year year... 
means a newspaper is dependable. 


Check the figures... then get 
results! 


TIMES Aggy UNION 


Albany, New York 


after 


“Represented nationally by the 


legendary bear serves as the theme | ™ 


Co, The product is Sustane, UOP’s | § 


According to a legend of the || 3 


Hearst Advertising Service.” 


\Jordon Forms New Company 
Jordon Commercial Refrigerator 
Co., Philadelphia, a new company, 
has acquired the trade name, de- 
signs, patents and tooling of the 
commercial refrigeration line of 
Jordon Refrigerator Co., subsidi- 
ary of U.S. Air Conditioning Corp. 
William Fogel, president of Jor- 
don Commercial, is also president 
of Fogel Refrigerator Co., of which 
the new company will be operated 
as a separate subsidiary. U.S. Air 


} | Conditioning will continue to pro- 


duce the domestic line of Jordon 
products. 


Carpenter Returns to Halle 
Richard W. Carpenter, advertis- 
ing manager of L. S. Ayres De- 
partment Store, Indianapolis, has 
resigned to return to Cleveland 
July 1 as public relations-adver- 
tising director of Halle Bros. Co., 
department store. Mr. Carpenter, 


join the Chicago Daily News as 
retail advertising manager. 


Southern California Ad Assn. 
Elects Ofticers; Adds Three 
James Christopher, Hill & Chris- 
topher, has been elected president 
of the Southern California Adver- 
tising Agencies Assn. Other offi- 
cers elected are Marvin Cantz, 
Tilds & Cantz, lst vp; Ted Neale 
Jr., Neale Advertising Associates, 


Advertising Age, June 11, 1956 


Three new members have joined 
SCAAA, bringing its membership 
to a record 91. The new members 
are Van der Boom, Hunt & Mc- 
Naughton, Weit Advertising, and 
Kay-Christopher Advertising, all 
of Los Angeles. 


Paige Joins Zenith 

Norman Paige, formerly a senior 
account executive of Bozell & 
Jacobs, has joined Zenith Radio 


who was ad manager of Halle Bros. 
from 1952 to 1954, succeeds Budd 
|Gore, who left Halle in March to 


2nd vp; Irving Eckhoff, Roche,|Corp., Chicago, as assistant direc- 
Eckhoff & Lee, secretary-treasurer. tor of public relations. 


ah 


This mountain came to KMOX during National Radio 
Week ...a mountain of 251,038 pieces of mail in 
only seven days. KMOX local personalities and feature 
programs gave a “radio-a-day” during Radio Week, 
and listeners reacted with the kind of immediate 
“audimated”’ mass response that only KMOX can de- 


liver in the St. Louis market. For mass sales response in 


the Mid-Mississippi Valley, call KMOX, CEntral 1-8240, 


or your CBS Radio Spot Salesman. 
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75% of ‘Middle’ 
Execs Got Raises 
in ‘55, Study Shows 


New York, June 5—Three out 
of four American business execu- 
tives in the “middle management” 
category (between the policy- 
making level and that of general 
foremen) got raises last year, and 
nearly half of them got extra 
bonuses, according to an Ameri- 


can Management Assn. study. 

AMA’s study, its fifth annual 
survey of middle management 
compensation, was based on 
checks on more than 20,000 jobs 
in 33 industries. 

The average 1955 income in this 
category, the survey shows, was 
$11,347—about 5% above the 1954 


level. In small companies, middle 
management salaries usually) 


notes. 
Of the raises gran ed last year, 


Seller Agency Appoints 
Expansion and reorganization of 


35 


production manager of Taylor & 
Co., direct mail advertising com- 


35% were pay boos's of between’ H. Richard Seller Advertising, | pany, has joined the staff as a 
5% and 9%, the diffe “ences result- Portland, Ore., has resulted in a copywriter. 

ing from the varios causes for|series of staff changes and addi-| 

tions. Arnold Blitz, vp, has Anderson-McConnell Adds One 


the raises—special : crit, promo- 
tion or general pay increase. | 
Bonuses were given to 47.8%! 


switched from account duties to 
research director. Clay Peters, 


The electronics division of Bing 


| Crosby Enterprises, Los Angeles, 


of the middle management execu- formerly with Batten, Barton, Dur-| has named Andersou-McConnell 
tives. Those in manufacturing and stine & Osborn, has been named | Advertising Agency, Los Angeles, 
marketing received as a rule, more production manager, and Elizabeth | to handle its advertising. The com- 


ranged from $5,000 to $14,000,| and larger bonuses than those in Morris, formerly with KPTV, has | pany is now using trade adver- 
while in larger companies they| engineering, finance and person- been named radio-tv production 
were as high as $30,000, the report | 


nel. 


director. Robert F. Rekate, former 


THE VOICE OF ST.LOUIS. CBS OWNED — 50,000. 


tising in electronics publications 
and in newspapers for products 
it represents regionally. Products 
represented include Ampex, Min- 
nesota Mining & Mfg. Co., Douglas 
Recorders, Electromec, and Elec- 
tronic Messenger. Plans also call 
for introduction of the Video Tape 
Recorder, developed by Bing Cros- 
by Enterprises. 


Santa Barbara Adclub Elects 

George Obern, public informa- 
tion manager of Santa Barbara 
College, has been elected 1956 
president of the Advertising & 
Merchandising Club of Santa Bar- 
bara, Cal. 
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PUPPY 


MONKEY 


ELEPHANT 


RETAIL 
VALUE 


SAFE ALL RUBBER TOYS 
@ Whistle softly when squeezed 
@ Nothing to rust, bend or break 


© Beautifully decorated with colors 
that won't w of 


KITTEN 


LAMB 


GIFTS TO PM -nonney busines” 
EMPHASIZE “SOFT AS A Lams” 


SLOGANS 


transparent poly- 
YOUR IMPRINT in 3 or 4 


The OAK RuBBERCO 
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month after month... 


15% million’ men and women“live by the book” 


“Living by the Book” is no abstraction! 


It’s always something definite and concrete—to do, to make, to buy. It’s Dad fixing a 
leaky faucet. It’s Mom laying out a rose bed or planning a patio buffet supper for family 
and friends. It’s Sis doing her room over. It’s Junior dreaming 
about the portable outdoor barbecue Dad’s been hinting at. It’s 
a family conference on a combination vacation-uranium hunt 


first seen in the Book! 


of the family turns to Better Homes & Gardens for 

help with today’s tasks, inspiration for tomorrow’s 

plans. That’s why they refer to it, affectionately, as 
“the Book.” It’s more than a book... 


It’s the spark for the warm friendly 


fire that burns everywhere on America’s hearthstones! 


Isn’t this the way you use it? 


*15,500,000 people read an average issue of BH&G! One-third of the 
123,800,000 people 10 years of age and older in the U. S. read one or more of 
every 12 issues. That’s 44,150,000 people—and over 40% of them are men! 
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..and the book is Better Homes and Gardens! 


4,250,000 DELIVERED COPIES EACH MONTH 


during the year... 


%, of America reads Better Homes and Gardens! 


Meredith Publishing Company, Des Moines 3, lowa 


*A 12-Months’ Study of BH&G Readers, Alfred Polite Research, Inc., 1956 
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Advertising Age, June 11, 1956 
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| Network Gross Time Charges 


aU 

’ ? if a thi 
Ut. Die’ Source: Publishers Information Bureau 
<PayG NETWORK TELEVISION 
% Jan.-April Jan.-April % 

rely — faye April, 1956 April, 1955 Change 1956 1955 Change 

V4 MILLION PEOPLE Ney eer. sean [ABC ener $ 6,173,922 $ 3,527,558 +75.0 $ 25,722,106 $ 14,619,874 +75.9 

Me CBS 17,654,210 15,426,214 +144 70,288,002 61,988,977 +13.4 

with TG atime 15,136,596 13,285,933 +13.9 59,632,400 52,980,362 +12.6 

| DuMont** ..... ———— 462,335 —— —— 2,412,195 — 


Total ......$38,964,728 $32,702,040 +19.2 $155,642,508 $132,001,408 +17.9 
NETWORK TELEVISION TOTALS TO DATE 


CBS NBC Total 

, ¢ $ 17820455 $ 14,695,116 $ 38,897,617 
Write for new market data folder ' ’ skaiwess ras B | February 16,928,361 13,845,000 = 37,191,571 

‘ - wh, ee | March 17,884,976* 15,955,688 40,588,592* 
on the Quad-City metropolitan area. goles “ : April. 17,654,210 15,136,596 38,964,728 

/ Total $25,722,106 $ 70,288,002 $ 59,632,400 $155,642,508 

| *Revised as of May 31, 1956 
**Effective Sept. 15, 1955, DuMont Television network changed from a national net- 
| work to a local operation. 


RAB Appoints McLean Today's Ads Are 
| Edward L. McLean, formerly p a * 
with Skye Publishing Co., has) “Studied Lunacy, 
| joined Radio Advertising Bureau, i ia. 2 
‘New York, as a promotion writer. Says ‘Harper's’ Editor 


New York, June 5—“Black eye- 
patches triple a shirt manufactur- 
er’s business. Beards sell tonic 
water. Wolfhounds sell vodka, and 
sheep dogs sell rum. Botany 
brands uses a female with four 
arms (like an Indian Shiva in 
sequins and opera hat) to display 
items of men’s wear. Presumably 
in a period of prosperity two arms 
per woman aren’t enough. A for- 
eign car distributor promotes the 
Jaguar as ‘schizoid.’ Monty Wool- 
ley and others pose indoors with 
open umbrellas for a vermouth 
manufacturer to show how dry 
they keep their martinis.” 

These promotional postures give 
today’s advertising an air of 
“studied lunacy,” according to 
Russell Lynes, managing editor of 
Harper’s, in the June issue of that 
magazine. The reason for this 
“lunacy,” he adds, is that prosper- 
ity has made it unnecessary for 
advertising to win “converts.” 

According to Mr. Lynes, what 
this country’s soul needs is a good 
depression. 


Culver Resigns as Principal: 
Forms Culver Advertising 

Edward H. Culver, formerly a 
principal of Meissner & Culver, 
Boston, has resigned from the 
agency to form Culver Advertis- 
ing, with offices at 527 Statler Of- 
fice Bldg., Boston. Staff members 
of the new agency include Frank 
J. Milauskas, art director, and 
Robert B. Hanna, copy director. 

At the same time, G. Lincoln 
Ryther has been appointed vp of 
Meissner & Culver. The agency 
will change its name to Meissner 
& Co. in the near future. 


Army Times Co. Names Three 

G. E. Nelson, formerly general 
manager of the Philadelphia Daily 
News, has been appointed business 
manager of Army Times Publish- 
ing Co., Washington. Don Mace, 
editor of the Air Force Times, and 
R. W. Hunsehe, treasurer and gen- 


“I don’t know why they made such a big fuss eral manager of Army Times Pub- 

‘ ° lishing Co., have been elected vps 

over me. I just happened to be the one who pointed out of the company. Mr. Mace will 
° ° Se ° also serve as general editorial di- 

that things have changed in Cincinnati.”’* rector, and Mr. Hunsehe will un- 


dertake additional duties as cir- 
culation director of the company’s 
publications. 


*THE RUNAWAY NO, 1 DAILY NEWSPAPER IN 
CINCINNATI ENQUIRER, No.1 in City Zo 


PRESS CLIPPINGS 


ne Circulati on... News items, editorials, advertisements 


No.l i 
n Retail Display linage. No.1 in just about yo Make Authentic Records 
name-it (including Total Advertising Total D "Sa peotbarchecembencse amas fe bane 
Automotive Digprees ’ isplay, decisions on accurate facts with service by 
J 
(STAR eS oem 
ma | PRESS CLIPPING ouseAu 
. . . . ‘ 5371 
Solid Cincinnati reads the CINCINNATI ENQUIRER ¢ Represented by Moloney, Regan & Schmitt, Inc. 148 Church Stroet New York 7, N.Y. 
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ONSUMER SALES TECHNIQUE ARE 


Today’s new look in building mate- 
rial showrooms reflects the large, 
growing consumer interest in home 
improvement. An interest that fun- 
nels into lumberyards weekends, in 
the form of home owners seeking ma- 
terials for repairs and remodeling. 

To the average lumber dealer, con- 
sumers are a new-type customer, and 
to serve any volume of them profit- 
ably requires major changes in his 
methods and establishment. Yet, in 
almost every community there are 
one or more lumber dealers already 
geared 100% to this consumer trade. 

Working with these pioneers, 
American Lumberman is evolving 
retail-type lumber dealer stores, dis- 
play fixtures and product merchan- 
dising techniques especially adapted 
to selling building materials directly 
to the consumer. 

During the past year, American 
Lumberman hired as a consultant an 
architect who specializes in lumber 
dealer buildings. When his designs 
for new and remodeled lumber dealer 
yards and stores began to appear in 
the magazine recently, so many sub- 
seribers flooded him with commis- 
sions that additional technical per- 
sonnel had to be added to his staff. 

Also in 1955, designs of basic store 
fixtures for the effective retail dis- 
play of building materials were 
worked out by American Lumber- 
man, and made available in blueprint 


FAST GIVING THE OLD LUMBERVARD A 
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NEW LOOK-—A feature attraction of the coming lumber dealers’ annual national exposition, , 
December 10-13 will be this 35x90 foot model retail store. It will be erected by the National Retail be 
Lumber Dealers Association, full-size, on the floor of the International Amphitheatre, Chicago, K 
according to exterior and interior plans designed by American Lumberman’s architectural consultant i 
at the Association’s request. Within the store more than 50 manufacturers’ products will be 

displayed and merchandised for most effective consumer interest, on American Lumberman- designed 


EDITORIAL AND EXECUTIVE OFFICES 


LUMBE RMAN 


store fotos. 


TREND IN EXTERIORS — Principles of good 
lumber dealer building design uncovered by 
American Lumberman research, such as 
merchandising the products a lumber dealer sells 
right in the construction of his own showroom, 

are embodied in this modern store of 

the Saginaw Lumber Company, Saginaw, Michigan. 
James H. Lindenberger, the architect, is also the 
architectural consultant for American Lumberman. 


form. And although available but a 
short time, many subscribers have 
already equipped for consumer sell- 
ing, with display fixtures built from 
American Lumberman blueprints. 
The practical results of such devel- 
opmental activities are continuously 
being made available to other lumber 
dealers, through the magazine, as 
part of American Lumberman’s in- 
dustry service program. This is a 
broad program which, in addition to 
modern store designs, display fix- 
tures and retail merchandising tech- 
niques, also includes an advertising 
mat service; a dealer consumer mag- 
azine; a system for retail pricing; 
financial advice and management 


TWENTIETH FLOOR 139 NORTH CLARK STREET) CHICAGO 2, CHICAGO 2, ILLIROIS| FINANCIAL 6-5380|OTHER OFFICES CLEVELAND, NEW YORK AND THE WEST COAST 
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TREND IN INTERIORS—This modern building 
material showroom is the retail store of the 
Northbrook Lumber Company, Northbrook, Illinois. 
It was recently equipped throughout by 

Manager Robert Bailey, for consumer selling, 

with American Lumberman-designed display fixtures. 


WINNER OF TWO FIRST PLACE 1956 ee 
EDITORIAL AWARDS—American Lumberman won 2a 
two of the four first place plaques awarded to o 
merchandising publications in Industrial Marketing's 

18th Annual Business Paper Editorial Achievement of 
Competition. The awards are for editorial maieriail a 
covering the magazine’s research of and reporting 

on lumber dealers’ store planning and display 

problems and methods. 


schooling for dealer executives. 

These services, unique in the indus- 
try, explain why more lumber deal- 
ers, and more of their key buying and 
selling personnel, subscribe to and 
read American Lumberman. 
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And Building Products 
Merchandiser 
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the Holiday Mood 


America’s new leisure one way or another... 
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lo something about it! 


You don’t need a fine lens and a sharp focus to capture 
the active leaders of today’s leisure market. 

You'll find them easily among the well-heeled readers of 
Holiday magazine. No other magazine is so adept at 


presenting the wonderful new life of leisure. Holiday whets 


\d ° appetites for new places, pleasures, products and services. 
Not a word or picture distracts the reader from his responsive 


Holiday mood. This works so well for advertisers that you 


, regularly see fine names like these advertised in Holiday: Ansco, 


Bell & Howell, Graflex, Kodak, Leica, Revere, Weston and Zeiss. 


If your product gives people more pleasure... or 


more leisure...it, too, belongs in Holiday. 


Holiday currently reaches some 850,000 
pace-setting families. They go more, 

do more, buy more—and are today being 
reached by more advertisers than ever 
before in Holiday history. Linage jor the 
first half of 1956 is at an all-time high. 
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Underwood Corp. 
Appoints Esty, 
Hikes Ad Pians 


Company Consolidates 
Account, Previously Split 
Between Esty, BSF&D 


NEw York, June 5-—Underwood 
Corp. has consolidated all its ad- 
vertising with William Esty Co., 
and the move presages an expand- 
ed marketing drive. 

Underwood has been in a state 
of flux for some time now. Fred 
M. Farwell, formerly exec vp of 
S. C. Johnson & Son, was brought 
in as president last August. The 
company is still actively seeking a 
merger with International Tele- 
phone & Telegraph Corp. 

Marschalk & Pratt handled Un- 
derwood advertising for many 
years but had to resign the account 
in 1954, when it merged with Mc- 
Cann-Erickson and ran into a con- 
flict with National Cash Register 
Co., a McCann client. 

Underwood appointed Brooke, 
Smith, French & Dorrance in 1955 
and after a year moved some of its 
business to Esty-——-namely, electric 
and standard typewriters and 
Sundstrand adding machines. 

C. H. W. Ruprecht, advertising 
manager, told AA today that Un- 
derwood found it unsatisfactory to 
have its account split in this man- 
ner. 


= As a result, it was decided to 
give Esty the entire line, which in- 
, cludes portable typewriters, Elliott 
Fisher accounting and writing ma- 
chines, Dataflo integrated data 
processing machines and equip- 
ment, Elecom electronic computers 
and Underwood office machines 
and supplies. 

In recent years, Underwood has 
been relatively inactive as an ad- 
vertiser. According to Publishers 
Information Bureau figures, it 
spent $145,000 last year—almost 
entirely in magazines. 


Mr. Ruprecht told AA, however, 
that the company is getting ready | 
to loose some big ad blasts this | 
fall. Underwood electric and port-| 
able typewriters are down for| 
heavy promotion. Up to now, the} 
portable line has received very lit- 
tle advertising support. 

Later, Underwood will unveil a 
stepped-up campaign for its stand- 


Three Join Aubrey, Finlay 
Sylvester Nemes and Raymond 
L. Craig have joined Aubrey, Fin- 
lay, Marley & Hodgson, Chicago, as 
copywriters on the International 
Harvester Co. account. Mr. Nemes 
formerly was with Batten, Barton, 
Durstine & Osborn and Campbell- 
Ewald Co.; Mr. Craig recently 
completed a graduate fellowship 
at Oklahoma A&M, where he was 
assistant agricultural publications 
editor. The agency also has named 
Frank Mills, formerly with the 


Indianapolis News and Indianapo- 
lis Times, to handle publicity as- 
signments for the International 
Harvester account. 


Bangor Paper Changes Name 
The Patriot, Bangor, Me., re- 
cently sold to the Arthur A. Brown 
Publishing Co., will be published 
as the Bangor Commercial, the 
name under which it had been 
published for more than 80 years. 


The Commercial was suspended in | 


1954, supplanted by the Patriot. 


Coleman Joins ‘Mecanica’ 

Gordon L. Coleman, formerly in 
the advertising department of the 
Cleveland Plain Dealer, has been 
appointed advertising representa- 
tive in Cleveland for Mecanica 
Popular, Spanish edition of Popu- 
lar Mechanics, Chicago. 


Harrison Agency Moves 


Lester Harrison Inc. and its af- 


filiate corporations, Harrison Serv- | 
ices, retail sales promotion, and | 
|Gladys Steiner Inc., publicity, will | 


ee 
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move about June 15 to a new 
building at 210 E. 50th St., New 
York. 


Photo Int'l Opens U. S. Office 

Photo International, the over- 
seas division of World Photo Cov- 
erage, London, has opened its 
North American affiliate office at 
7 Harvard St., Brookline, Mass. 
The American branch will be 
headed by Harold B. Lewis, pres- 
ident, and Allan Barnett, creative 
director. 


cision-making 


This April Nation’s Business article 
outlined basic-steps in successful de- 


. . and within the 


month, 738 businessmen in these com- 
panies (and others like them) wrote 
for a total of 14,395 reprints! 


action in 


_ HOW MANAGERS ARE MADE «II 


You can 
grow your 
own. executives 


A 250-employee firm’s management 
training program was described in 
this April Nation’s Business article... 
by the end of the month, 536 business- 
men in companies like these requested 
a total of 6,789 reprints! 


AIR ASSOCIATES, INC. . . . ALLIS-CHALMERS MANUFACTURING 
CO. .. . AMERICAN VISCOSE CORPORATION. ..ARMCO STEEL 
CORPORATION. ..AVON PRODUCTS, INC....BUTTE STEEL & 
CONSTRUCTION CO....CATERPILLAR TRACTOR CO... .THE 
CHAMPION PAPER AND FIBRE CO. . . . THE CHESAPEAKE & PO- 
TOMAC TELEPHONE CO.. ..CROWN CORK & SEAL CO., INC... . 
DEARBORN CHEMICAL COMPANY...E. |. DUPONT DE NE- 
MOURS & CO....THE ELECTRIC STORAGE BATTERY CO.... 
FORD MOTOR COMPANY. ..GENERAL ANILINE & FILM CORP. 
..-GENERAL ELECTRIC COMPANY. ..INTERNATIONAL BUSI- 
NESS MACHINES CORP... .LATROBE STEEL COMPANY... THE 


ard typewriters and _ electronic 
computers, Mr. Ruprecht said. 


= He also reported that Under-| 
wood is plannjng to increase its | 
overseas advertising schedules. 
Quinn-Lowe Inc. continues to han- 
dle Underwood international ad- 
vertising. 

William E. John and Gerald| 
Crennan will supervise the Under- 
wood account at Esty. 


_ COMPANY .. . LINK-BELT COMPANY . . . NATIONAL BANK OF 
DETROIT . . . NATIONAL LEAD COMPANY .. EW YORK © 


"PRATT & WHITNEY ... SCOTT PAPER COMPANY ... : 
preoe GAS CO. ... SUN Olt CPM a a: CO. 
_... TENNESSEE COAL & IRON DIV. ae STEEL... THE TEXAS 


Test and 


know the Key businessmen . . . in these companies and others like them . . . read 

Pittsburgh Nation’s Business and respond to its editorial content. Requests pourin 
market ... from every field of business and industry—metalworking, insurance, 
Panel of 2,000 750,000 paid circulation—Read transportation, banking, retailing, manufacturing, textiles. “Here is my 
Ay A check .. . please rush reprints” is typical of 3,587 letters requesting 90,470 


Pittsburgh families available for: ness members o of the National 


* Promotion Penctration Studies 
@ Blind Product Tests 
* Opinion Surveys 


Market Survey Bureau 


ERNEST E. ENGEL, DinEcTOR 
2 GATEWAY CENTER, PITTSBURGH 22, PA. 


reprints of current articles. If you sell goods or services to companies like 
these, action in business results when you advertise to business in Na- 


tion’s Business. 
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Hoag-Blair Sells VHF 

It was erroneously reported in 
ADVERTISING AGE (May 21) that 
the stations represented by Hoag- 
Blair Co., New York, were uhf 
outlets. All the 11 stations han- 
dled by the representative are vhf 
stations. 


WXIX Boosts Van Roo 

Robert H. Van Roo has been 
promoted from assistant manager 
to promotion and publicity man- 
ager of WXIX, Milwaukee. He re- 


places William H. Ryan, now pro- 
motion manager of KPIX, San 
Francisco. 


Honolulu Adclub Elects 

Gordon Chadwick, public rela- 
tions director of Hawaiian Tele- 
phone Co., has been elected 1956-57 
president of the Honolulu Ad- 
vertising Club. Harry Chu, general 
manager of KAHU, was elected 
vp, and James Gunn, sales man- 
ager of KONA-TV, was named 
treasurer. 


Edmunds Is AFA’s 


Adwoman of Year 


PHILADELPHIA, June 8—Harriet 
Edmunds, president of Chart- 
makers, New York advertising 
service organization, has been 


chosen Advertising Woman of the | 
Year by the Advertising Federa- |about 100 people and does an an-| 


Bonnie Dewes, D’Arcy Adver-| 
tising Co., St. Louis, general na- 
tional chairman of the adwoman 
of the year committee, will pre- 
sent the award. . 

Mrs. Edmunds founded Chart- 


makers in 1929 in a small studio in| 
her Greenwich Village apartment. |§ 


The company currently employs | 


tion of America. Mrs. Edmunds| nual business of $1,500,000. 


will receive the award June 10, at 


annual convention here. 


: Chartmakers does not engage in| 
the opening session of AFA’s 52nd | media advertising but provides ad-| 9 
vertising services such as tv com-/| 


43 


business 


10 STEPS 
TO HELP 
YOU SELL 


“Effective persuasion” moves prod- 
ucts, goods and services, according to 
this article in the April Nation’s Busi- 
ness... by the end of the month, 415 
businessmen responded by ordering 
16,592 reprints! 


ARMOUR & CO... . CHRYSLER CORPORATION . . . CROWN 
CORK & SEAL CO., INC. . . . E. l. DUPONT DE NEMOURS & CO. 
. +. FLORIDA CITRUS CANNERS COOPERATIVE . . . GENERAL 
ANILINE & FILM CORP... . GENERAL ELECTRIC SUPPLY CO.... 
THE HAUSMAN STEEL COMPANY... LIBERTY MUTUAL LIFE 
INSURANCE CO. ... MOORE BUSINESS FORMS, INC... . 
OLYMPIA BREWING COMPANY . . . PACIFIC POWER & LIGHT 
CO. .. . PETERS SHOE COMPANY . . . RAYBESTOS-MANHATTAN, 
INC, ... RAYTHEON MANUFACTURING CO... . SUN STEEL CO. 
.». TEXAS BANK & TRUST CO.... UNITED STATES RUBBER 
COMPANY . . . UNITED STATES STEEL CORP. . . . THE UPJOHN 


General Electric’s findings in a 3-year 
study of management development 
techniques were reported in this 
March Nation’s Business article... in 
two months, 1,261 businessmen asked 
for a total of 26,932 reprints. 


AMERICAN MAIL LINE. . . AMERICAN TELEPHONE & TELEGRAPH 
CO... .BEMIS BROS. BAG CO.. . .BENDIX AVIATION CORPORA- 
TION. ..BETHLEHEM STEEL COMPANY, INC....CESSNA AIR- 
CRAFT CO... .THE CHICAGO SCREW COMPANY. . . THE CLEVE- 
LAND GRAPHITE BRONZE COMPANY...FEDERATED METALS 
DIVISION. .. THE FIRESTONE TIRE & RUBBER CO... .GENERAL 


~ ELECTRIC COMPANY. ..GENERAL TIRE & RUBBER CO... . JOHN 


HANCOCK MUTUAL LIFE INSURANCE CO... .HARDWARE MU- 


_ TUALS...THE HAUSMAN STEEL COMPANY...HOME MANU- 


FACTURING COMPANY. ..THE KELLY-SPRINGFIELD TIRE CO. 
... MILES LABORATORIES, INC.... MONSANTO CHEMICAL CO. 


Nation’s Business 


ADVERTISING HEADQUARTERS 711 THIRD AVENUE, NEW YORK 17, N. Y. 
WASHINGTON - CHICAGO - CLEVELAND + DETROIT - LOS ANGELES - SAN FRANCISCO 


Harriet Edmunds 


mercials, sound slide films, printed 
materials, point of purchase dis- 
plays and product exhibits. 


Ward Opens i6 Catalog Stores 

Montgomery Ward & Co. will 
open 16 new catalog stores during 
June. This brings to 81 the number 
of catalog stores opened since Aug. 
1, 1955. Fifteen phone units also 
have been opened in that period. 


ABSOLUTE RATING LEADERSHIP IN 
EVERY PORTLAND AUDIENCE SURVEY 
@ 52.8% Share of Audience 

@ 14 out of Top 15 Weekly Shows 


e@ 9of Top 10 Mon.-thru-Fri. Shows 
(ARB, Portiand, February 1956) 


EVEN GREATER LEADERSHIP 


OUTSIDE PORTLAND 


(Check this Solem, Oregon 1956 ARB 
Metropolitan Aree Report.) 


86% watch KOIN-TV most before 6 p.m. 
86% watch KOIN-TV mest after 6 p.m. 


MORE PROOF KOIN-TV iS YOUR BEST BUY 
IN THE OREGON MARKET 


KOIN-TV\" 


Channel 6 | 


Represented Nationally by 


CBS Television Spot Sales 
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’ ‘ |Two Join Brisacher, Wheeler 
Queen of Diamonds Harold C. Altura, formerly with 


ponso Bows FT | Time Inc., has joined Brisacher, | 
Ss r to Cc | Wheeler & Staff, New York, as an} 
on Prize Promises 


| account executive. Ervin W. Chips, 
| previously with Jenkins-Sanford & 
WaAsHINGTON, June 6—The Bet-/ Associates Inc., has joined Bri- 
ens Co., New York, which pro-|sacher as art director. 
motes a “Queen of Diamonds” 
campaign through local retail jew- Now It's ‘Diner's Club Magazine’ 
elers, has stipulated with the Fed-| Diners’ Club News, official pub- 
eral Trade Commission that it will |lication of Diners’ Club Inc., world- 
not misrepresent the prizes which | wide credit card organization, will 
are awarded to contest winners. (be called the Diners’ Club Maga- 
FTC’s announcement said retail- zine, effective with the June issue. 
ers and contestants were told the | Format of the publication will re- 
winner would receive $1,000 in/main the same. 
cash, plus a free trip to Hollywood | 


YOUR TURN—Vin- 
cent Drayne, 
Ketchum, Mac- 
Leod & Grove, 
outgoing pre si- 
dent of the 
Pittsburgh Ad- 
vertising Club, 
turns over the 
gavel to the new 
president, Robert 
E. Quaid (right), 
of Smith, Taylor 
& Jenkins. 
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Clark Opens Houston Office 

Darwin H. Clark Co., Los Ange- 
les agency, has opened an office in 
the Bank of the Southwest Bldg., 
Houston. James W. Gerrard, for- 
merly an account supervisor in the 
agency’s Los Angeles office, has 
been appointed vp and manager 
of the new office. 


McCall Corp. Names Wetzel 


Raymond V. Wetzel, formerly 
manager of market research of 
Better Living, has been named di- 
rector of market research of the 
pattern division of McCall Corp. 


and New York, plus fame in radio 
and tv. 

Last year’s winner received 
only a choice of $1,000 or a trip to 
Hollywood, FTC said. 

Among the other details of the 
promotion covered in the stipula- 
tion were statements in promotion- 
al literature promising each con- 
testant a $20 gift certificate. FTC 
pointed out this only entitled con- 
testants to a $20 credit on the pur- 
chase of a diamond ring. 


Three Join American Aviation 

Three new regional advertising 
managers have been appointed for 
American Aviation Publications’ 
New York offices. They are Paul 
B. Kinney, formerly editorial su- 
pervisor in the advertising depart- 
ment of General Electric Co., 
Plainville, Conn.; Edmund Lassus, 
formerly with Look, and Robert 
Weston, formerly with Foote, Cone 
& Belding. 


TIRED OF 
DIGGING FOR 
MARKET DATA? 


No need to waste time 
and energy. The 556-page 
Annual Market Data & 
Directory Number of In- 
dustrial Marketing gives 
you all the basic market 
data about every major 
trade and industry in the 
U.S. and Canada. 
Delivered to all IM sub- 
scribers without extra 
charge on June 25th. One 
year trial includes monthly 
copy of IM plus MD&DN 
—only $3. 
Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. illinois St., Chicago 11 


Enter my year's trial for $3. 
My money back any time I’m 
not satisfied. 

NAME 
COMPANY 
STREET 
city. z 
STATE 


() $3 enclosed [) Bill firm [) Bill me 
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Eastern t.f. Club Elects \radio and tv director and Marie 

John R. Duble, Pit & Quarry, J- Kiler printed media direc- 
has been elected president of the ‘°T- Mr. Thompson, who joined 
Eastern t.f. Club, succeeding Rich- | Kopmeyer in 1954, has been doing 
ard Y. Fuller, Plant Engineering. | the creative writing and producing 
Other officers elected are George | °f Tadio and tv programs and com- 
M. Bernard, Penton Publishing Co.,, ™ercials. Miss Kiler joined the 
ist vp; Charles A. Wardley, Buy-|®8°"cy in 1951 as expediter and 
ers Equipment Digest, 2nd vp; administrator of printed media 
Halsey Darrow, Industrial Market- | °Perations. 


ing, secretary, and Will Drake,' 
Mechanizatijon, treasurer. Duncan Named Adclub Head 


| William H. Duncan, national 
|advertising manager of the Ra- 


Kopmeyer Boosts Two 


has appointed Ken D. Thompson | Advertising Club. 


Use Savings Bonds 
As Stamp Premium, 
Retailer Provoses 


ALLENTOWN, PA. June 5—The 
use of trading stamps to promote 
isales of U.S. savings bonds has 
|been proposed by « local retailer 
here and the idea is apparently 
being given serious consideration 
by the U.S. Treasury. 

Max Hess Jr., p-esident of the 


aa leigh News & Observer, has been|Hess Brothers De)artment Store, | 
M. R. Kopmeyer Co., Louisville, elected president of the Raleigh|says the bonds cou i be offered as be able to 


| premiums by existing stamp plans 


45 


|or the U.S. Treasury could set up whole concept of the government’s 
‘its own plan, offering stamps and savings program would be given 
|promotional material to retailers a tremendous impetus if some tie- 
jand using banks and post offices in could be made to this latest na- 
as trade-in points. Retailers would tional craze.” 
then pay the Treasury for the) 
stamps just as they now pay stamp ® Mr. Hess, whose department 
companies, he says. store does not deal in trading 
Mr. Hess expects to be in Wash- | 5t@mps, takes a sideline position in 
ington shortly to discuss details | te controversy over stamp plans, 
of his idea with John R. Buckley, | PUt he says, “Whether one likes the 
‘national director of the U.S. sav-| ‘fading stamp idea or not, con- 
ings bond division of the Treasury |S¥mers are definitely going for 
Department. them in a very big way. and it 


“Not only will the government |S¢e™s to me that since the idea 
sell more savings |!5 5° popular, U.S. savings bonds 


bonds,” Mr. Hess says, “but the|W°Uld be more practical for such 
. trade-ins than refrigerators, toast- 


First skeptical. Then wildly 
enthusiastic. That’s a standard 
reaction you see demonstrated by 
Jim Lowe—to WCBS Radio’s 
Run-of-Schedule Station Break 
Package Plan. It’s the greatest 
steal since the Indians sold 
Manhattan for twenty-four bucks 
worth of bangles and beads. 


W YORK!” 


The Plan delivers your message 
21 times a week in the New 
York market—for a staggering 
total of 6,300,000 listener 
impressions—at a cost of 23¢ 
per thousand listeners! And a 
typical schedule gives you 
announcements adjacent to 
top-rated programs and 
personalities like Godfrey, 

Art Linkletter, daytime serials, 
major news shows and the 
entire roster of nationally- 
known WCBS local performers. 
For more happy details, 

phone CBS Radio Spot Sales, or 
Buck Hurst, at PLaza 1-2345. 


WCBS RADIO 


New York - 50,000 watts - 880 ke 


+4 


ers and other household equipment. 

“One important advantage sav- 
ings bonds would have over other 
merchandise as premiums,” he 
says, “is that, as everybody knows, 
the bonds increase in value, 
whereas merchandise depreciates. 
In addition, the bonds always have 
a cash value and can be converted 
into cash in an emergency. 

“If this story was told to the 
consumers of the nation,” Mr. Hess 
says, “I am certain that they wili 
be as interested in receiving bonds 
as they are appliances—if not 
more so.” 

To put this idea over, Mr. Hess 
has volunteered to tour the coun- 
try at his own expense to try to 
interest retailers and stamp com- 
pany officials in offering bonds in 
place of, or in addition to, mer- 
chandise premiums. 


McCarty Boosts Winters; 
Shares Coast Facilities 

McCarty Co. has appointed Cur- 
tis R. Winters Jr., formerly asso- 
ciate manager of its Chicago office, 
director of plans in the Los An- 
geles office. Bill Wood, previously 
an account executive, has been 
advanced to creative director for 
all accounts in Los Angeles. Ches- 
ter Craft, an account executive, 
has been named to succeed Mr. 
Winters as associate manager in 
the Chicago office. 

In Los Angeles, McNeill & Mc- 
Cleery has moved into offices ad- 
jacent to those recently taken over 
by McCarty Co. at 3576 Wilshire 
Blvd. The two agencies plan to 
use the same production, traffic, 
art and research facilities—each 
preserving its own identity. This 
arrangement, undertaken for ef- 
ficiency and economy, will be du- 
plicated in San Francisco, where 
McNeill & McCleery is moving 
next door to McCarty at 116 New 
Montgomery St. 


THE FIRST STEP 


TOWARD GOOD 
ADVERTISING 
Call Kaufmann & Fabry. Here adver- 
tisers and agencies have been buying 
excellent photography for more than 
45 years. Complete facilities for ad- 
vertising or industrial, illustrative and 
commercial photography in color or 
black and white. Write Dept. AA4 or 
Phone: HArrison 7-3135 


KAUFMANN & FABRY CO. 


425 S. Wabash Ave. 
CHICAGO, ILLINOIS 
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Ralston-Purina Buys Series 
Ralston-Purina Co., St. Louis, 

which has sponsorship of “Ethel 

& Albert,” will take over a new 


a 


adventure travel series, 


“Bold 
Journey,” on 60 ABC-TV stations, 
beginning July 6. Agency is Guild, 
Bascom & Bonfigli, San Francisco. 


To market-test an auto accessory 


sum in orders from Direct Selling 


Direct as readily as any, not only 


For detailed au 
tribution.” 


$945 Direct Selling Investment Brings 
$7,000.00 Return! Facts Sent You FREE* 


company turned to Direct Selling. $945, invested in 
one one pege advertisement, brought $7,000.00 in cash 
‘or samples within 5 weeks, many times this 


cruited by this one ad. Here’s dramatic but not 
unusual proof of modern Direct Selling’s dynamic 
role in distribution. It’s fast, economical, 
risk-free; your control is never threatened by hard- 
dealing wholesalers or retailers. Big ticket items sell 


stores, offices, factories. New volume may be built up 
right alongside pr resent retail setup without conflict. 

thoritative facts about modern Direct 
Selling read “The Quickest Way to National Dis- 
Send for free copy today—no need to 
write—just clip this ad to your business letterhead 
and mail to: SPECIALTY SALFSMAN, Room 812-6, 
307 North Michigan Avenue, Chicago 1, Illinois. 


om route sew! moween 
OMmect SLUNG 


a Midwestern 


Specialists re- 
virtually 


to homes but 


6 YEARS! 


~— WSBT- 


Please don’t tuke our word for it. 
Check the viewer reports on the South 
Bend Market—either A. R. B. 

They all show that WSBT-TV com- 

pletely dominates the South Bend 
market. The latest A.R.B. report 
~ (February,1956) tells the same story, It 
shows that WSBT-TV carries the top 13 
shews and 23 of the top 25! It also reveals 
that more viewers watch WSBT-TV during 

the prime daily viewing hours of 6:30 p.m. 

to 10:30 p.m. than watch all other stations 


SS) 
<> 


comb 


Ampex Corp. Reports 1955 
Sales Soar 24%; Earnings Dip 
Ampex Corp., Redwood City, 
Cal., producer of the new tv tape 
recorder, boosted its 1955 sales 
24% to a record $10,150,000, al- 
though net earnings for the same 
period were reduced by increases 
in sums spent for research and de- 
velopment. George L. Long, Am- 
pex president, said 1955 sales 
compared with $8,163,000 the pre- 
vious year. 
| The company has just sold 100,- 
'000 shares of Ampex stock to a | 
|small group of private investors 
\for $3,350,000. Since the end of 
|the fiscal year, Ampex also has 
repaid its total bank indebtedness 
of $850,000. 


| 
Van Praag Appoints Hole 

Hugh Stanley Hole, formerly ra- 
dio-tv executive producer on the, 
Gillette account for Maxon Inc., | 
has joined Van Praag Productions | 
to head the tv film production | 
company’s new branch office in 
Hollywood. 


TV! 


5 


ined! 


Chicago stations are included in the A.R.B. 
report. They reach only a handful of 
viewers. It all boils down to the fact that 
you just don’t get television coverage in 
South Bend, Indiana without WSBT-TV! 


This i is Indiana's 2nd market in population, 
income, sales—and one of the Nation's rich- 
est. Get the whole story. Write for free 
: market data book. 


cr Pulse. 
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NOT A LICK OF DIRT 
wits GAS THE IDEAL FUEL 


ee ee ee 
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Z0O—Shown here are two of a new series of six ads made available 
to members of the American Gas Assn. Each ad in the series 
stresses a different point: economical, fast, dependable, clean, mod- 
ern and efficient. All use animal illustrations. Lennen & Newell, 


New York, is the agency. 


Nielsen Network TV Ratings 
Two Weeks Ending May 12, 1956 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Homes 
Rank Program (000) 
1 SOE TE SS A Ee 17,666 
2 | Love Lucy (General Foods, Procter & Gamble, CBS) .............cccccceeeee 16,900 
3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 16,170 
4 December Bride (General Foods, CBS) 14,746 
5 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 12,921 
r) lux Theater (Lever Bros., NBC) 12,374 
7 $64,000 Challenge (P. Lorillard, Revlon, CBS) ...........cccccceccessseseseeeeeennene 12,191 
8 I've Got A Secret (R. J. Reynolds, CBS) .........ccccscsesecsserenseennensenseenseennnnnes 12,191 
9 GE Theater (General Electric, CBS) 
10 Shower of Stars (Chrysler Corp., CBS) 
PROGRAM POPULARITY+ 
Homes 
Rank Program (%) 
1 SBR Gre IU cicittiieresecnsthnsn cocconecesgenneapentitaniccevcesceemnccotnlotiogies 50.1 
2 I Love Lucy (General Foods, Procter & Gamble, CBS) .........cccccccceesenenee 47.7 
3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ............cccccceseeeneeneanenen 46.0 
4 December Bride (General Foods, CBS) 42.8 
5 Disneyland (American Motors, American Dairy, Derby Foods, ABC) sahentgnatain 36.6 
r.) $64,000 Challenge (P. Lorillard, Revlon, CBS) 
7 lux Theater (Lever Bros., NBC) 
6 ep eh A Gemma GU: A. Cee, GID asc ncntesnccessncccsctccccnecccevsernsscrccesooce 
9 Shower of Stars (Chrysler Corp., CBS) ...........c.cccsssessnseseesesesnseneeenernenseneeeesnnenne 
10 Red Skelton (S. C. Johnson, Pet Milk, CBS) 
Nielsen Average Audience** 
TOTAL HOMES REACHED 
Homes 
Rank ram (000) 
1 $64,000 Question (Revlon, CBS) ........csvvsessensnernsneesensnnneens 16462 
2 I Love Lucy (General Foods, Procter & Gamble, CBS) ...........s-seseene 15,659 
3 December Bride (General Foods, CBS) ............:cccesseeeeveeee 
4 _Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
5 $64,000 Challenge (Revion, P. Lorillard, CBS) 
6 I've Got A Secret (R. J. Reynolds, CBS) 
7 Ford Theater (Ford, NBC) 
8 You Bet Your Life (DeSoto-Plymouth, NBC) 
9 Dragnet (Chesterfield, NBC) 
10 Lux Theater (Lever Bros., NBC) 
PROGRAM POPULARITYT 
Homes 
Rank Program (%) 
1 $64,000 Question (Revlon, CBS) .......c.-ccccscsenseressenecnssensnensnsnsnsennensnenssersnnens 46.7 
2 I Love Lucy (General Foods, Procter & Gamble, CBS) ..............sssssvssnessnees 44.2 
3 December Bride (General Foods, CBS) ......--.-c-ccssssensensersneensenseneeennereneenens 40.2 
4 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .............cccccccsseneenescnnnserene 37.0 
5 $64,000 Challenge (P. Lorillard, Revlon, CBS) ............-csssssssnsnnsnsenennes 34.3 
r) I've Got A Secret (R. J. Reynolds, CBS) 
7 Ford Theater (Ford, NBC)  ........ccccccssssvesssersssersssnrsenrecsenseersnnsereresceserssnsnanneees M 
8 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ...........0.cccceeeensneennnensnnnes 30.9 
9 Lux Theater (Lever Bros., NBC) ...........-:csseseserssssssrsrssnensnesnersererarennersesesenens 30.5 
10 GE Theater (General Electric, CBS) ........-.--s:sssserersnsnensensnrensneenenenennnnnrssnnnenens 30.4 


* 


Homes reached by all or any part of the program, except for homes viewing only 
one to five minutes. 


**Homes reached during the average minute of the program. 
+Percented ratings are based on ty homes within reach of station facilities and by 
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PAUL H, RAYMER €0., INC,, NATIONAL REPRESENTATIVES 
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each program. 


Cohan Joins Sydney Baron 
Arnold Cohan has resigned as 
vp in charge of the New York of- 
fice of Mumm, Mullay & Nichols 
and, effective June 15, will join 
Sydney S. Baron & Co., New York 
public relations company, as vp 
and a member of the board of di- 


rectors. 


Two Ad Art Studios Merge 
Allied Advertising Artios and | 
Hedstrom-Blessing & Associates, | 


both of Minneapolis, have merged 
as Hedstrom, Blessing & Hamilton, 
with offices in the Times Bldg. 


‘Bonds your advertising 


GUTDOORS 


SPENCE SALES COMPANY 


Crorstent 14 Ome BF 
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At the opening of a recent and somewhat rarified 
art show, we observed that women outnumbered the 
men roughly 3 to 1. 

This didn’t surprise us. 

We suspect it was a woman who clapped her hands 
over the first Cro-Magnon cave drawing—while the 
men of the tribe took after the artist with flint axes. 
She’s been taking Art Appreciation courses ever since. 


This interest that leaves most men colder than an 


What men don’t understand about women and art 


abstraction painted in ice water, is not for mere man 
to understand. But it’s perfectly obvious to Ladies’ 


Home Journal. 

It is probably because the Journal understands so 
many women so well that the Journal is the No. J 
way to influence women. 

Which must be why advertisers invest more money 
in the Journal than in any other magazine edited 
for women. 


Never underestimate the power 
of the magazine that understands women... 
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Agency Becomes 
Client; Sponsors 


O'Malley Joins Presba 

Edward J. O’Malley has joined 
|Presba, Fellers & Presba, Chica- 
|go, as an account executive and 


| Detroit Copy Club Rolls 


Loomis Joins Miami Transit 

A group of agency copywriters Horace E. Loomis, formerly 
has formed a new club, the Detroit | president of Loomis & Hall Adver- 
Copy Club, with membership re- | tising Agency, Miami, has been 


FM Jazz Program ‘creative director. Mr. O’Malley has | stricted to active agency copy men named to the executive staff of the 


|spent the past 12 years in adver- 
Cuicaco, June 5—Collins & Hart} tising, including several years with 


Advertising, a small loca] agency,|both McCall Corp. and Hearst 
has taken to sponsoring two hours | Magazines. 

of jazz on fm station WNIB here 

every Friday night in hopes of| Two Join F. H. Hayhurst 


riding both the jazz and hi-fi | Angus Hunter, formerly with 

trends to reach prospective clients.|General Foods Corp., has joined 
Alfred Collins, the agency’s|F. H. Hayhurst Co., Toronto, as 

president, says low price was the | research director. Bern Keelor also 

main attraction that interested him |has been named media manager 

in fm advertising. But in addition, | of the agency. 

he points out, the reviving inter- | 


with a minimum of three years,|;Miami Transit Co. and Miami 
professional experience. T. T. Tee- | Beach Railway Co. to supervise 
garden, a writer at MacManus, /public relations and bus card ad- 
John & Adams, is president of the | vertising. 

group. 


WIR Sales on Way Up 
Fritzlen Joins Lahr Agency | WJR, Detroit, expects its 1956 
Jack A. Fritzlen has joined Lahr | 


sales to be among the highest it 
Advertising Agency, Indianapolis,| has ever had. Sales for the first 
as service director. Mr. Fritzlen 


four months of 1956 were $1,139,- 
was formerly with R. L. Polk & | 849 compared with $870,736 a year 
Co., Detroit. 


ago. Net profit for the period was 


Advertising Age, June 11, 1956 


$186,537 compared with $85,998 for 
the first four months of 1955. 


Weiss & Geller Names Kuhn 

Edward D. Kuhn, an account 
executive with Leo Burnett Co. 
for the past six years, has joined 
Weiss & Geller, Chicago, as ac- 
count executive on the Mogen Da- 
vid Wine Co. account. 


Schlatter to National Telefilm 

Marvin Schlaffer, formerly with 
Emil Mogul Co., has been named 
to the new post of sales service 
coordinator of National Telefilm 
Associates, New York. 


est in good jazz and the growing | 
popularity of hi-fi offers him a_| 
small but high quality audience. 
Results so far have been very 
satisfactory, he says. Numerous) 
people in the business world have | 
mentioned to him that they heard | 
the program and liked the jazz, | 
so he feels satisfied he's made a| 
useful contact. 
In addition to the fm jazz pro- | 
gram, the agency also does some | 
direct mail promotion for itself. 


Two Join Celotex 
Paul E. Porter, formerly with | 


| 


Bauer & Biack division of Ken- | 
dall Co., and Dean W. Jacobsen, | 
formerly assistant advertising 
manager of Harris Bros. Co., have 
joined the advertising department | 
of Celotex Corp., Chicago, building | 
products manufacturer. 


Van Stee, Schmidt Moves 

Van Stee, Schmidt & Sefton. 
Grand Rapids, Mich., has moved 
to new offices at 252 State, S. E. | 


| 
wD, | 


Get your BASIC 
MARKET DATA 
the easy way! 


Why strain when you can | 


get all the basic market 
data about every major 
trade and industry easily 
and quickly in IM’s 
Annual Market Data & 
Directory Number, June 
25th. Nothing else like it 
anywhere! 


Trial subscription brings 
you one copy of IM each 
month plus the annual 
556-page Market Data 
Number—all for only $3. 


Mail Coupon Today } 


INDUSTRIAL MARKETING 
200 E. lilinois St., Chicago 11 
Enver my year’s trial for $3. 
My money back any time I'm 
not satisfied. 
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‘57 Car Price Boosts 
Threaten Retailers, 
NADA Head Declares 


HARRIMAN, N.Y., June 5—“The 
gravest threat facing the automo- 
bile retailing industry” is the pos- 
sibility of increased prices for 1957 
automobiles, Carl E. Fribley, pres- 
ident of the National Automobile 
Dealers Assn., said here today. 

Mr. Fribley spoke before the 
1956 consumer credit management 
program of the Columbia Univer- 
sity graduate school of business. 


The last price increase, on 1956 hangover. In fact, our headaches | GF Replaces ‘Mama’ 


models, was absorbed by the deal- | ‘ 
ers, Mr. Fribley said, and dealers |this year and ev: n into 1957. 


can not absorb any more price 
increases. He said a volume mar- 
ket in 1957 is impossible with 
higher price tags. 


s Mr. Fribley approved of man- 
ufacturers’ cutting production quo- 
tas. 

“All elements of our industry— 
manufacturers, dealers and financ- 
ing organizations—were on a ‘king- 
size’ binge during 1955,” he said. 
“We are now suffering the in- 
evitable severe and prolonged 


may continue for the remainder of 

“However, menufacturers have 
cut back production. Dealers are | 
returning to proven operating fun- 
damentals. Evidence of some of| 
the creative selling that built this) 
industry is daily becoming more} 
apparent,” he said. 


Zimmerman Named Publisher 

Richard Grant Zimmerman, re- 
search director of Super Market 
Merchandising, New York, has 
been named publisher of the mag- 


azine. 


General Foods, White Plains, 
N. Y., has signed “Zane Grey 
Theater” as a fall replacement for 
“Mama” in the Friday 8 p.m., EST, 
spot on CBS-TV. The film is pro- 
duced by Four Star Productions, 
one of whose principals recently 
charged CBS-TV with having 
forced the sponsors of “Four Star 
Playhouse” to drop the drama for 
a new show (AA, April 9). 


Avco Boosts Fanelli 

Daniel G. Fanelli has been ap- 
pointed to the new post of man- 
ager of market development of 
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|American Kitchens division, Avco 
| Mfg. Corp., Connersville, Ind. Mr. 
|Fanelli was formerly kitchen and 
| builder merchandising manager of 
|Aveo’s Crosley & Bendix house- 
hold appliances division, Cincin- 
nati. 


Two Join Cohen from Biow 

Robert Goldsmith, formerly 
group copy head of Biow Co., and 
David Grayson, formerly Biow 
copywriter, have joined the copy 
department of Harry B. Cohen Ad- 
vertising Co., New York. 


Hollingbery Co. Moves 

George P. Hollingbery Co., ra- 
dio-tv representative, has moved 
its Los Angeles office to new quar- 
ters at 3325 Wilshire Blvd. 


That's easy. More women than 
men make PUBLIC DEFENDER, 
starring Reed Hadley, a ‘must 
see’ on TV. And since women 
are the purchasing agents in 
most American homes, it makes 
sales sense to put this hard 
working law man series to 
work on your product. 

He can swing product prefer- 
ence in your favour. 


REED HADLEY 


starring in 


“PUBLIC 
DEFENDER 


69 HALF HOURS 


First run in many markets! 
Powerful re-run value in 
ALL markets! 


rstale 


TELEVISION CORPORATION 


WAbesh 2-7937 


NEW YORK! CHICAGO | HOLLYWOOD 
445 Pack Ave. |1250'S. Wabash | 4376 Sunset Drive 
Murray Hill 8.2545 NOrmandy 2-9181 
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FOOD Is 7 Family 


a. ‘Peg 
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MORE OF EVER. 


THE 
AMERICAN 
WEEKLY 


LIFE 

SAT. EVE. 

POST 

LADIES’ 

HOME 

JOURNAL 

WOMAN'S ; 

HOME 4,118,047 

COMPANION i LEGEND 
BLUE GROUND CIRCULATION 


FAMILY A 


CIRCLE 


+ 3,712,605 


All figures based on latest available one-day count 
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| Marr... 


It's eatin’ time! And, inside or out, the whole gang gets into 


the act! Dad’s a fast man with a broiler—and Junior's “big 


on desserts. Mom’s happy (she’s used to all this by now) 
and she knows the results will be good. For nowadays—more 
than ever before—food is a family affair! 


The AMERICAN WEEKLY 


is Ud Family Affair 


This lively Sunday magazine “digs” the family—its 
enthusiasms, hopes, problems, fears. It deals with food 
and fixin’s, budgets and babies, teen-agers and taxes 
—all things closest to human hearts and hearths. 


Cooking on this front burner, The American 
Weekly dishes up a complete menu of shop- 
ping and meal-planning suggestions. After 
all— more families spending over $40.00 a 
week for the things that go into the market 
basket can be counted in The American 
Weekly audience than among the readers 
of any other magazine. After all—The 
American Weekly’s 10 million-plus families 
spend over 9 billion dollars a year for food. 


Th Nvap RICAN WEEKLY 


Tuned to family living, The American 
Weekly wields powerful influence over fam- 
ily buying. Bulk of its readers live in the 
vital Blue Ground of Sales where 8 out of 
every 10 food dollars are spent. Ask your 
American Weekly representative to tell 
you about this huge strategically-situated 
audience. The facts will feed you real food 
for marketing thought. 


‘ 


The Magazine of Family Affairs 


THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7, N. Y. ¢ ATLANTA * BOSTON © CHICAGO « CLEVELAND « DETROIT « LOS ANGELES « SAN FRANCISCO 
ALBANY TIMES-UNION * BALTIMORE AMERICAN ¢ BOSTON ADVERTISER ¢ BUFFALO COURIER-EXPRESS * CHICAGO AMERICAN « CINCINNAT! ENQUIRER + CLEVELAND 
PLAIN DEALER « COLUMBIA, S.C. STATE « CORPUS CHRIST! CALLER TIMES « DALLAS TIMES HERALD « DETROIT TIMES « HOUSTON CHRONICLE « HUNTINGTON, W. VA., 
HERALD-ADVERTISER « KNOXVILLE JOURNAL « LOS ANGELES EXAMINER « MIAMI HERALD ¢ MILWAUKEE SENTINEL « NEW ORLEANS ITEM « NEW YORK JOURNAL-AMERICAN 
PHILADELPHIA BULLETIN « PITTSBURGH SUN-TELEGRAPH « PORTLAND OREGONIAN « ST. LOUIS GLOBE-DEMOCRAT « ST. PAUL PIONEER PRESS » SAN ANTONIO LIGHT 
SAN FRANCISCO EXAMINER « SEATTLE POST-INTELLIGENCER « SYRACUSE HERALD-AMERICAN « TAMPA TRIBUNE « WASHINGTON POST & TIMES-HERALD « WICHITA BEACON 


acept cost — IN THE AMERICAN WEEKLY 


MORE READERS PER DOLLAR LOWER COST PER THOUSAND 
Average Noting—All Four-Color Page Advertisements THE ' Based on A.B.C. 
? vance aed ee 
AMERICAN WEEKLY : AMERICAN WEEKLY ; 
P . : ¢ Bhi teal o te pings Bos bees oe 
~ LADIES’ HOME | LIFE —_ SRE” ate 
* JOURNAL — — 
cial 4.3 
13? LADIES’ " ties 
readers per dollar 4 
JOURMAL : 5 433 
WouAN's Be 
COMPANION | 4, 18 
FAMILY ie 
CIRCLE — 
WOMAN'S ; 
DAY 
Source: Starch 51st. Adnorms Report 7/54—6/55 FIGURED ON 4-COLOR PAGE COST—ONE TIME 


tog 


The BLUE GROUND OF SALES 


371 counties that produce 8 out of every 10 
super market doliars...7 or more out of every 
10 dollars spent at retail. The American Weekly 
penetrates this Biue Ground more ceeply than 
any other national magazine. 
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Foster Resigns trom Chase 


Edson E. Foster, manager of ad-| 


vertising and sales promotion, 
Chase Bag Co., Chicago, has re- 
signed and will operate a carpet 
and rug cleaning service in the 
Tampa-St. Petersburg area. 


TORONTO, CANADA 


Capital on A Ontario—Canada's Richest 


| Three M’‘s to Enlarge Plant 

Minnesota Mining & Mfg. Co., St. 
| Paul, plans to enlarge its partially 
‘completed plant at Fairmont, Minn. 
MM&EM says sales of its decorative 
ribbon products have increased so 
rapidly since construction on the 
Fairmont plant started late last 
year that it has become necessary 
|to provide additional space for 
manufacturing and warehousing 
| operations. The main part of the 
inew plant is scheduled for com- 


Castleton Bases 
Ads on Curiosity 
of Chinaware Users 


NEw Cast eg, Pa., June 5—Cas- 
tleton China based its current cam- 
paign on the idea that it’s “a hu- 
man trait to peek at a brand 
name on fine china.” 

The customary table setting 
which charactizes much dinner- 


One-Third of Canada’s | pletion about Oct. 1. The addition,|ware advertising, including Cas- 


Total Population and 42% of 
at Slanketed by the 


TORONTO DAILY STAR 
—400,000 circulation (largest in 
Canada 
—80% coverage of Toronto 


an added 30% 


should be finished about the end /|favor of illustrations which show | 


| of the year. 


Keebler Introduces ‘Sandies’ 
Keebler Biscuit Co., Philadel- 
|phia, is launching a campaign to 


‘curious friends or relatives turn- 


ing over a piece of china “to con-| 


firm their belief that it is Castle- 
ton.” 
For example, one ad shows two 


—50% coverage of 45 prosperous introduce Pecan Sandies, a butter-|smartly dressed women at a tea 
|scotch-flavored cookie which has/|party taking a quick peek at the Bake-Wip division of Fount-Wip, 


Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS |been test marketed from New Eng-|bottom of a saucer. “I always 


Nationally Represented by 


WARD-GRIFFITH co. 
The Wardl-Griffith Co. maintains offices 


in all principal advertising centers 


land to Florida. The new cookie 


|peek,” the copy reads, “but this 


beautiful china made—anywhere.” 


s The ads, which are appearing in 

| Bride’s Magazine 
|Home Journal, also promote two 
25¢ booklets, “What You Should 
Know About Fine China” and 
“Wedding Etiquette.” 

A trade campaign, appearing in 
Crockery & Glass Journal and 
Jewelers’ Circular-Keystone, uses 
an adaptation of the consumer 
theme—“Castleton, the turnover 


and _ Ladies’ é 


|china, the line that turns over § 


of floor space,|tleton’s, has been abandoned in/ most.” 


Ketchum, MacLeod & Grove, 
| Pittsburgh, is the agency. 
‘Bake-Wip Account Moves 
Stromberger, LaVene, McKen- 
zie, Los Angeles, has been named 
ito handle advertising for the 


a subsidiary of Reddi-Wip. Foote, 
|\Cone & Belding, recently named 


will be featured on “The Great|time I was sure. There’s no mis-| agency for Bake-Wip, (AA, May 
Gildersleeve” and “Ramar of the| taking Castleton—it’s so lovely. I} 28) resigned the account because 
Jungle.” Lewis & Gilman, Phil-|don’t blame her for being proud|of an “unforeseen product con- 


jadelphia, is the agency. 


|of it. There’s just no finer, more | flict.” 
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tthe MOOD TO BUY 


Seattle is a prime market for your product. There are THREE 
QUARTERS OF A MILLION people in the Seattle ABC City Zone... 
more than ONE MILLION in the Seattle ABC Retail Trading Zone. 


aéou \N THE MOOD TO SELL 


Here is a real effective buying power—third highest per capita 
among the nation’s largest markets. And here is a newspaper 
that provides your product with SATURATION COVERAGE of this j 


big, rich market. 


+ Chicage « bas A 


SPAPER 


o « Soe Prenchecos 
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| CASTLETON...of course 
Your friends just con't revist peeting ..your beout'lul Costieton 

is thot lovely, And you con't resist See'ing prow of your , 
exquisite pettern, in oll the world, there's uct no finer ching. 


oettgne What tre Show 


ESESSSET Clon 


ONLY HUMAN—“Your friends just 
can’t resist peeking,” according to 
Castleton China’s current cam- 
paign which says you should 
|look for the name “Castleton” on 
china just as you look for “ster- 
ling” on silver. Ketchum, MacLeod 
& Grove, Pittsburgh, is the agency. 


DeKoning Elected President; 
Other Executives Boosted 

| Paul DeKoning, vp and general 
|manager since 1945, has been 
| elected president and general man- 
‘ager of Jantzen Inc., Portland, 
succeeding J. A. Zehntbauer, chair- 
|man of the board. Mr. DeKoning 
| joined Jantzen in 1924. 

| Other executive changes are: 
|Mitchell Heinemann, formerly vp 
|in charge of sales and advertising, 
|has been elected exec vp; Donald 
|/E. Kennedy, formerly sportswear 
| sales manager, is now vp and gen- 
‘eral sales manager; Bruce Sturm, 
formerly sales promotion manager, 
has been elected director of ad- 
vertising and promotion. Mr. 
Sturm is succeeded by Alvin Cit- 
ron, previously assistant sales pro- 
motion manager. 


Foster Joins Salespower 
William E. Foster, formerly na- 
tional sales manager of Stuart Hale 
Co., Chicago, has been appointed 
general sales manager of Sales- 
power, Chicago selling and sales 
management organization. 


DAYTONA BEACH 


FLORIDA 
Population: New Metropolitan 
GE dons cnvcssdinndens 98,400 

Florida’s Year "Round Resort 

Covered By 

DAYTONA BEACH NEWS-JOURNAL 

1. Daytona Beach is an unusual 
test market; its thousands of 
visitors come from all over the 
U.S., Canada, Cuba and South 
America. Its Summer seasons 
now rival its Winters in tourist 


pularity. 

2. Seer $137 120,000 effective buy- 
ing income. : 

3. Retail Sales, 1955, Metropolitan 
area, $116,200,000. 

4,A Tm market index of 123. 

5. 1 to advertising 17,169,628 

lines. 

Represented by 

Vv. J. Ob Jr. in Jack ille 

Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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“Ad Age not only keeps me posted on current events in 
the advertising world, but gives me a keen ifisight into 
the psychology and significance of advertising. I take it 
home so that I can read it a from page one right 
through to the back cover. Several ideas have emerged 
out of this which I have successfully put into practice in 


my own business.”’ 


impottail th umporttiuit p 


LARRY L. MACK 


Mr. Mack founded the first of his chain of slenderizing 
salons in 1948. Previously, he had been sales manager of 
a financial firm, paymaster aboard the carrier Bataan dur- 
ing the war, and had attended Drury College, Missouri 
University and Harvard Graduate School of Business 


Administration. 


Slenderella has had a phenomenal growth. From five 
salons in 1951, it had jumped to 120 by 1956, with eight 
new ones being opened monthly. Its advertising budget is 
up to $2,000,000 this year, with schedules in newspapers, 
magazines, radio and television. Present locations include 
Paris, Zurich, Honolulu and Toronto besides U. S. cities, 
and 1956 schedules call for new salons in Dusseldorf, 
Amsterdam, Brussels, Milan, Rome and Caracas. 


Mr. Mack and his wife have two children, Larry, age 13 
and Kay, 7. He considers his family and boating his chief 
interests, and particularly delights in the family yachting 
trips from the Stamford Yacht Basin in Connecticut. 
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200 EAST ILLINOIS STREET CHICAGO 
1 Year (52 issues) $3 
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Herge Named Sales Manager | For Top Commercials... | 


Calvin C. Herge, with House 


Beautiful since 1945 and most re-| 


Be Kind to 


cently manager of its Cleveland 


office, has been named sales man-| 


ager with headquarters in New 
York. Mr. Herge also has been 
with Chilton Co., Philadelphia. 


PUT COLOR 


In Your 


ELIZABETH (N. J.) MARKET 


ADVERTISING 
One color and black, two colors 
and black and full R O P color 


Accepted by the 


ELIZABETH DAILY JOURNAL 
ELIZABETH, NEW JERSEY 


WARD-GRIFFITH CO. 
The Ward-Griffith Co, maintains offices 


a8 i 
in all principal edvertisihg centers 


TV Announcer, 
Talent Man Urges 


Last-Minute Shifts in 
Copy Can Ruin Polished 
Delivery, Says Tranum 


By Maurine B. Christopher 
New York, June 5—Know any 

girls who look like Grace Kelly? 
If so, you might pass along the 
word that this is the type many 


casting directors are looking for | 


for their tv commercials these 
days. 

We picked up this bit of inside 
information in the course of an in- 
terview with Charles B. Tranum, 


announcer-emcee turned artists’ 


COOL HANDS—Dana Wyatt is one of 
| 


for closeup commercials. « 


| 


representative. He set up his own | 


company to represent tv talent last 
January after two years as direc- 


tor of the television department of | 


a model agency. 

Mr. Tranum was bubbling with 
ideas about how tv salesmanship 
could be improved, starting with 
the initial casting steps. 


® In the auditioning stage, he sug- 


Aiming at the Rich Southwest... 


Don't Miss the MAGIC 


vO! ED. LD: BY 


START WITH METROPOLITAN TULSA, 
WATER CAPITAL OF THE SOUTHWEST 


Beautiful, bustling Tulsa 


. « « Oil Capital of the 


World, and fast gaining new fame as the Water City 
of the Southwest . . . is perched right in the center 
of the billion-dollar Magic Empire. A quarter of a 


million people live in Metropolitan Tulsa, and the 


water supply is geared to twice that population; in 


fact, the source of supply will meet the demands of 


a full million. 


Metropolitan Tulsa's 278,400 residents also share 


an effective buying income 


of 497 million dollars; 


$359.00 per family above the national level. Get 
YOUR share of this rich market by advertising in 
the Tulsa World and the Tulsa Tribune—preferred 
reading of 161,386 people in the fabulous, billion- 


dollar Magic Empire. 


THE BRANHAM | 


Genes: W Yon ounce. Cis iy Ter U.S.A 


|television’s busiest hand models: | 
|tremor-free performance is a must} 


gests that an effort be made to cut! 
down on the length of time the) 
performers have to wait meenes 
they get a chance to be seen. 


® In step No. 2, when the perform- 
ers are inside, being scrutinized by | 
the casting director, tv director, 
etc., he urges that snap judgments | 
be avoided. He believes that poten- | 
tially good tv salesmen have been | 
turned down hecause those making | 
the selection did not stop to con-|} 
|sider how the candidate would| 
look when made up and costumed | 
to fit the role. 

On the other hand, many casting 
chiefs shy away from giving ap-| 
plicants a definite no or yes an-| 
swer. Mr. Tranum pointed out that! 
hopeful actors waste time and 
energy when they are left hanging 
in midair after tryouts. 

Once a decision has been made 
as to who is going to be the com- 
pany’s spokesman on the show, he 
continued, there are still some 
areas where greater care could 
| produce a better job. 


= “At the moment when the com- 
mercial goes on, nobody—not even 
the president of the company—can 
do more for it than the man who 
is standing in front of the camera 
trying to persuade millions of peo- 
ple to buy the product,” Mr. Tra- 
num emphasized. 

Hence the need to do everything 
possible to help the tv spokesman 
do as good a job as he is capable 
of, said Mr. Tranum. On this point 
he offers three specific suggestions: 

1. Keep the salesman comfort- 
able. If there is no dressing room 
space for him, there should at least 
be a spot where he can get out of 
the on-stage hubbub until time for 
him to go on the air. 

2. Wherever possible, give the 
| salesman some leeway in handling 
the copy. Anybody sounds more 
convincing when he understands 
what he is saying so well that he 
can put it in his own words. This 
is a part of the secret of the great 
broadcast salesmen like Arthur 
Godfrey. 

3. Whenever possible, avoid last- 
minute copy changes. Announcers 
assigned to handle commercials 
| frequently work hard to get the 
script letter perfect only to have 
the copywriter come up with 
eleventh hour copy changes, he 
said. 


8 Mr. Tranum, who snared one of 
the tv plums of the year by selling 
Baltimore announcer Ad Wienert, 
under the name Lee Stevens, to 
Lincoln-Mercury for the “Toast of 
the Town” commercials, reports 
‘that most agencies prefer tv sales- 
|/men who have solid masculine ap- 


peal without being too handsome. 


like clear, distinctive voices, with 


For the most part, he said, they| 


as 
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CHARLES © TRANUM 


REFINED, WHOLESOME—Rosemary 

Gilligan typifies the Grace Kelly- 

like tv commercial performer type 
now in demand. 


no distinguishable accents. 

For feminine assignments, as 
mentioned earlier, the current 
vogue is for the Grace Kelly type, 
presumably because the lady has 
been very much with us of late. In 
time, the agents say, the Kelly 
phase will pass, and tv will want 
girls who look like someone else. 

Though she is now a princess, 
Miss Kelly, who got her show 
business start in television, typifies 
the sort of person who seems to 
get the best tv selling jobs. Spon- 
sors like their tv representatives 
refined, wholesome, neat and at- 
tractive. In most cases flamboyant 
glamour girls need not apply. Ad- 
vertisers prefer gals with whom 
housewife viewers can _ identify 
themselves, Mr. Tranum asserted. 


® Among the scarcest items in 
television, he added, are people 
with attractive and steady hands 
for use in tight closeups where 


IN HAVERHILL, MASS. 


IT’S THE GAZETTE 
Georse McLaughlin, 


vertising Manager 
of the GAZETTE 
gives you these facts: 
t—Retail Sales— 
$51,926,000 a new 
high. 
2—Food Sales— 
$17,885,000 a new 


high. 
$—World Shoe G. Mclaughlin 
making center. 


t—Western Electric Co., Mfg. Center. 


A trading zone po —_ of 
110, reach y the 
HAVERHILL GAZETTE. 
NEED WE SAY MORE? 

Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


AS A BASIC 


ADVERTISING 


LAWRENCE L. MACK, 


DECISION-MAKERS WHO DIRECT 
NATIONWIDE BUSINESS EXPANSION ARE 


THE PRESIDENT AND FOUNDER OF 


SLENDERELLA INTERNATIONAL, PULLS NO PUNCHES WHEN 
HE DESCRIBES SPOT'S ROLE IN HIS BUSINESS: 


“WE'VE FOUND THAT SPOT RADIO 
MEDIUM TO BUILD OUR SERVICE, 
MARKET BY MARKET. WE'RE LIVING 
ON OUR SUCCESS WITH SPOTI" 


1S THE MOST EFFECTIVE 


Nae SPOT SALES 
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‘Tewksbury Buys C.C. Crow U.S. Steel's Graham Retires 


Loyd Sigmon, vp and chief en-| Al Tewksbury, former head of| John Graham, general manager 
gineer of KMPC, Los Angeles, has|Hunter-Tewksbury Co., Pacific|of sales of American Steel & Wire 
been elected chairman, Southern|Coast advertising representative, | division, U. S. Steel Corp., Cleve- 
California Broadcasters Assn. Oth-|has purchased C. C. Crow Publi-|land, has retired after 45 years of 
ers elected are Howard Gray, | cations, Portland. Crow publishes | service. Mr. Graham, who started 


SCBA Elects Sigmon 


sHift—James L. |general manager, KGIL, vice-|/Crow’s Pacific Coast Lumber Di- |as an office boy in New York in 
Chisholm (left) chairman; John Hansen, general | gest, Crow’s Price Reporter, Crow’s|1911, transferred to the general 
* |manager, KABC, secretary, and | Buyer’s & Seller’s Guide, “Crow’s| sales offices of American Steel & 


Needham, Louis & 
Brorby, is_ the 
new president of 
the Advertising 
Agency Produc- 
tion Men’s Club 
of Chicago. Out- 
going president 
Eldon Rohrsen, 
Tatham-Laird, 
turns over the 
gavel of office. 


Thelma Kirchner, general man-| Weekly Letter” and other publi-| Wire division, Cleveland, in 1937, 
ager, KGFJ, treasurer (reelected).|cations in the lumber marketing | and was appointed general man- 
All are of Los Angeles. ‘field. | ager of sales in 1945. 


THIS IS ‘BOB’ FREDRICKSON—(Another W-G Salesman) 


Robert A. “Bob” Fredrickson joined our company after two and one half years 
experience in the media department of one of icago’s largest advertising agencies. 
His previous experience was in the sales training program of the Siandard Oil Co. 
After ry ¢ Northwestern University, where he majored in advertising, “Bob” 

served two and one half oo with the Navy in the Pacific Theatre. “Bob” redrick- 
son is a friendly, very thorough salesman with an engaging pe _———- He, or any of 
our salesmen, will enthusiastically work with you in deve oping maximum returns 
from your advertising. Newspaper advertising gets results. Advertise in newspapers. 


Please note individual advertisements of our newspcpers throughout this issue. 


WARD.-GRIFFITH co. 
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even the slightest quiver shows. |Cook Joins McGraw-Hill = od ting DAILY NEWSPAPER, REPRESENTATIVES 
Mr. Tranum, who used to suffer! Reeves Cook, formerly with | i i. =e Park Lexington Building.......+...+++s+++s00+8 SO 
from stage fright when perform-| Advertising Requirements, New | _ Generel Motors siaieg i “* Superi "4308. 
ing, has had some unnerving ex-| York, is moving to the Pittsburgh Fulton National Bent Building "Jackson 9-8546,. 
periences in his behind-the-scenes | sales staff of McGraw-Hill’s Amer- 5 318 Addison Bullding............. Prankiin §-9920......... 
career. Take, for example, the day | ican Machinist. ee ap areee alee), Bash: Palidie:--:--: Soon, Se nn 


a pretty girl became so scared she 
couldn’t get through the pitch for 
a tranquilizing pill. Everybody in 
the studio was ready to have 
hysterics along with her until 
somebody had an inspiration and 
gave her some of the sponsor’s 
product. 

His most challenging assignment 
came when he got a call from a 
depilatory company for a girl with 
well-shaped but hairy legs. He 
found some by haunting the sub- 
ways and walking the streets but 
never got up courage enough to 
approach them. 


® In desperation, he finally visited 
an electrolysis salon. To his sur- 
prise, one of the operators quali- 
fied perfectly. She agreed to take 
the job but was unable to keep her 
promise when her company sent 
her out of town on a business trip. 
The dilemma was finally solved by 
painting hair on pretty legs for the 
“before” sequence in the hair-re- 
moving commercial. 


Five Leave Kling to Form 
La Brea Productions 

Five men formerly with Kling 
Enterprises, Hollywood, have an- 
nounced their resignation to form 
a new production company, La 
Brea Productions, 915 N. La Brea, 
Los Angeles. The company will 
make tv commercials and indus- 
trial films. 

The five principals are Gail 
Papineau, president of the new 
company; James Baumeister, sec- 
retary-treasurer; Richard Lundy, 
art director and manager of ani- 
mation; Henry J. Ludwin, pro- 
ducer-director of live action film 
commercials and films for indus- 
try, and Don Sheppard, creative 
director. Facilities for La Brea 
Productions will include three 
sound stages, animation, cutting 
and editing rooms. 


‘N.Y. News’ Names Two 

Arthur H. Gaines, formerly de- 
partment store ad manager of the 
New York News, has been ap- 
pointed assistant ad manager. Ed- 
ward F. Kroepke, formerly a 
member of the News department 
store group, has been named to 
succeed Mr. Gaines as department 
store manager. 


In CANADA 


39% of the 
English-speaking Families 
. read 


The STAR WEEKLY 
Ask for Information 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices , 


in all principal advertising centers 


itsa 
matter of 


baiance.. 


Strength, too. But the successful weight lifter 
starts in the center — not just at one end. 


Likewise, astute advertisers seeking profits in 
our Upper Ohio Valley, look to WSTV-TV, with 
its tri-state coverage of over one million 
television sets . 
humming hub of 11 bustling counties. By the 
selves, they're chocka-block with nearly 
billion spending money, half a BAiiie 


retail sales. 


But — SEVEN of the 
64% of the buyiat 
the televisio 

PULSE SHOWS WST¥-TV SMOTHERING 
COMPETITION IN THE WHOLE BIG 


© way aroun 
means to capture this superabundant market. 
Get a firm grip on your share today — lift your- 
self a record-smashing load of sales! Get 
details, too, from Avery-Knodel about our big 
Pittsburgh plus! 


CBS-ABC AFFILIATE 


WST 


. at Steubenville-Wheeling, 


* with 
power, 61 % of 
milies. AND TELE- 


iS the only sure 


CHANNEL Q 


IN PLUMB CENTER OF INDUSTRIAL STEUBENVILLE-WHEELING 
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Business Paper Success Story... 


Typhoon Dealer Ads Push Service, 
Air Condtioning as Sales Stimulus 


BROOKLYN, June 5—An aggres-|this spring—the season when air 
sive doubie-barreled business pa- | conditioning sales tend to expand 
per campaign—directed to its|—have been so numerous that the 
exclusive dealers and to users of 'district managers to whom they 
air conditioning equ ipment—has|are routinely referred complain 


they have no time for anything 
else,” according to Leonard H. 
Spring, who works with Irwin 
Zlowe on the account. 

Inquiries are important in the 
company’s dealer organization as a 
direct source of business. Most of 
the ads therefore carry coupons of- 
fering full information on Ty- 
phoon waterless Supermarket-Aire 
conditioners or other equipment, 
and offering a gratis survey of the 
inquirer’s plant or store. 

These inquiries are referred to 


district managers, under each of 
whom 20 or more franchised deal- 
ers operate. The dealers, with the 
inquiries from their immediate 
area to work on, go after the busi- 
ness with a high degree of success. 

The Typhoon dealer operation is 
built on a personal relationship 
basis. “You deal direct with the 
Typhoon factory. Every member of 
the organization, right on up to the 
president, is ready to pitch in and 
work with you personally,” one 
dealer ad pointed out. 
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“Your partner, the district man- 
ager, is there to help you” when a 
complicated job has to be figured. 
Engineering assistance is also 
available and has been extensively 
used by the dealers (300 of them) 
in getting business. 

Recently a company engineer, 
accompanied by the district man- 
ager, visited a prospect whom the 
dealer had found difficult. The en- 
gineer was climbing into an old 
duct to investigate the set-up, 
when he fell and broke a leg. As 


played an active part in the hand- 
some growth experienced in the) 
past few years by the Typhoon Air | 
Conditioning Co. The drive has) 
tapped a stream of live inquiries 
leading to orders, a result that 
keeps the dealers happy and pro- | 
duces volume for Typhoon. 
Typhoon was started in 1909 by 
Irving Glantzberg, a New York 
mine-ventilation engineer, who. 


met the problem of ventilating the | 
old-time nickelodeon by installing | 
giant fans like those used in mines. | 
The company experienced modest 


2-2-8-8-10 TON WATERLESS UuITS 
ew air COmMed UNS, wary to inetall, need no Plurnbing 


Semana mes (0 tages f ee eee ee oe 
ate, ee ee se Rowe 


Merwe - 


he i Rae ~ 


CAMEL’S HERE—Typhoon Air Condi- 

tioning Co. used this arid-looking 

photo of a camel on the Sahara 

to illustrate an easy-to-install, no- 

plumbing ad in Supermarket News 
and Food Topics. 


initial success, but developed 
steadily with the growth of air 
conditioning as a means of making 
summer heat more bearable for 
bank customers, theater-goers, and 
employes generally. Recent ex- 
pansion has been especially strik- 
ing. 


@ The success of the company and 
of the advertising campaign con- 
ducted through the Zlowe Co., 
which has had the account for 20 
years, was graphically demonstrat- 
ed in January, 1955. At that time, 
Typhoon was forced by growing 
volume of business to move its op- 
erations from the five different 
buildings into which it had spread 
into one new building, with dou- 
ble the former space. Room for a 
1,000-foot assembly line was one 
of the improvements, as well as 
plenty of storage and operating 
space. 

“Inquiries both last spring and 


LYNCHBURG 


VIRGINIA 
An Industrial Center, A V! Key 
City Reached ahroudh 

yr THE LYNCHBURG NEWS & ADVANCE 
* 1. Effective buying income 
al $78,878,000. 
is 3 ity of market index 110. 
* 


8. City zone Ben oop 
4 hburg cannot be sold from 
ihe cutetde. 


ADVERTISE IM LYNCHBURG 

GET OUR MARKET FOLDER 
WARD-GRIFFITH CO. 
The Ward-Griffith Oo. maintains offices 


in all principal advertising centers 
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he was being carried away by his| The dealer advertising, which 
anxious friends, he called back, | stresses the Typhoon’s prompt and 
“That job needs such-and-such |efficient service to distributors, is 
Typhoon equipment.” intended to hold present dealers 
and to interest new ones. Consum- 
® The agency has worked closely er advertising to business concerns 
with the company in arranging a ‘requiring air conditioning under- 
prompt and effective inquiry an-|lines the profitable results of a 
swering service. Specia] bulletins, Typhoon unit by way of making 
each for the type of business in|customers want to linger longer. 
which the inquirer is engaged, are| The current campaign, which 
used. Individual letters are pn A been under way for some 
written to take care of queries re- ‘months, is directed especially to 
quiring them. |supermarkets, where air condi- 


tioning is becomin: a must. All ads | 
are reprinted anc distributed to 
dealers for promot on use, and ex- 
jamples of the con umer campaign | 
‘also are used to demonstrate at! 
dealer meetings h w the company 
is working for sales for them. 


set up in my city I learned how to 
make more money out of air con- 
ditioning. I got straight-from-the 
shoulder facts about the air con- 
ditioning business—how to esti- 
mate it, install it and service it— 
| how to promote it, sell it and make 

| dough on it. Everybody in my shop 
# “I started schoo: at 40,” says a is going to graduate from this 


dealer business paper headline, | school—it’s a real service Typhoon 
quoting the cap-and-gown-clad |is doing for its dealers!” 

scholar shown alongside. “Typhoon| The dual campaign has worked | 
regional training school, that is! At| exceptionally well, not only build-| 
the Typhoon training school they ing Typhoon to the point where it 


of Household families. 


Satisfying these millions of 


ances and 480,000 small 
bought new in 1954. 


There you have the profit 


of leading advertisers. 


For most of Household'’s 21 million families there's 
just no place like home when mealtime rolls around. 
In addition to hearty morning and evening meals, 
lunch is prepared at home for more than 89% 


requires mountainous quantities of canned, fresh and 
frozen foods. It also explains why Household homes 
are mechanized—with 633,000 major kitchen appli- 


Household families make the most of home living, 
because they are home families—87% own their 
homes and 90% live in single family dwellings. That's 
why Household's home service editorial content 
influences their living and buying habits. 


families plus home service editorial—with which 
HOUSEHOLD HITS HOME for a growing number 


PETITES. Ing 


HOUSEHOLD HOMEMAKERS 
MANAGE THE MULTI-MILLION 
DOLLAR BUSINESS OF 
SATISFYING 8 MILLION 
APPETITES—3 TIMES A DAY! 


Hlousehold..... 


FOR 2/2 MILLION FAMILIES WHO MAKE THE MOST OF HOME 


appetites three times a day 


electrical appliances 


combination—home 


912 KANSAS AVENUE, TOPEKA, KANSAS 


TYPHOON AIR CONBITIOHING TO. UE. + THA Unten Sreet * Breskiye Th mF 
BB co © comeng Ament 1 gree anes 


GROCERY VOLUME—A cool housewife 

buys more groceries, says this Ty- 

phoon page in Super Market Mer- 

chandising and Progressive Gro- 
cer. 


had to expand its plant, but also 
making the company a desirable 
acquisition recently for the Hupp 
Corp. Hupp took over the complete 
operation, including the Tampa, 
Fla., heat-pump affiliate. Typhoon 
president Don Petrone is now 
Hupp’s vp and director of sales, as 
well as a director. He remains in 
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is > ead 
CUTAWAY—A photo with the space 
used by floor model air condition- 
ers cut out is used for contrast 
with an illustration of a wall 

model in this Typhoon ad. 


charge of Typhoon operations, as 
Typhoon joins Perfection Indus- 
tries and Gibson Refrigerator Co. 
as Hupp units. 2 


# The Typhoon media list is as 
follows: 

Air Conditioning & Refrigeration 
News, American Artisan, Architec- 
tural Record, Chain Store Age 
(Adm. Edition), Commercial Re- 
frigeration & Air Conditioning, Ex- 
port Buyer, Food Topics, Heating 
& Air Conditioning Contractor, 
Heating, Piping & Air Condition- 
ing, Heating & Ventilating, House & 
Home, Institutions, National En- 
gineer, Progressive Grocer, Re- 
frigeration & Air Conditioning 
Directory, Supermarket News, Re- 
frigerating Engineering and Super 
Market Merchandising. 


NORTH CAROLINA 


1. Buying Center of Craven County. 

2. Quality of Markei-——195. 

8. Effective Buying income 
$21,112,000. 


THE RICH NEW MARKET [8S 

SERVED EXCLUSIVELY EY 

THE EVENING SUN JOURNAL 

REQUEST MORE FACTS—ADVERTISE IN NEW SERN 
Nationally Represented by 


WARD-GRIEFITH 


oO. 
The Ward-Griffith Co. maintains bas 


in oll principal advertising centers 
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This Week in Washington... 


FCC Likes All-UHF but Won't Act 


switch to the uhf band in order to 
accommodate truly competitive 
nationwide service. But the plan 
tentatively agreed on this week 
reportedly does not propose any 
steps to get the transition under 
way at this time. Nor does it con- 
template any substantial shifting 
of channels to protect existing uhf 
stations by creating all-uhf mar- 
kets. 

In so many words, the present 
FCC, like its predecessors, will 
bequeath the uhf problem to its 
successor. The uhf band will be 
kept in storage for future use, in 
the hope that engineers eventual- 
ly will come up with more satis- 
factory transmitters and receivers. 

* * = 

Census Sails: With strong back- 
ing from business groups, Census 
Bureau’s 1957 budget has sailed 


By Stanley E. Cohen 
Washington Editor 

WasuIncton, June 7—If this 
week’s crop of rumors is true, FCC 
soon will move to bring second or 
third tv stations to “underserved” 
markets by inviting broadcasters 
to propose vhf “drop-ins” to fill 
gaps in the existing tv coverage 
pattern. 

While the drop-ins will not be 
approved if they cut the coverage 
of existing stations, commissioners 
are hopeful enough additional 
service will be proposed so that 
the three national networks will 
be in a relatively equal competi- 
tive position. 

The commission will - reiterate 
its belief that tv must eventually 


is 


SOLD EVERYWHERE 


BREEZY—Mitchell Mfg. Co., Fort Smith, Ark., says it is the first to 

use outdoor advertising to promote seat cushions. This four-color 

poster will appear on 1,000 bulletins in 100 markets across the na- 
tion. Gibbons Advertising Agency, Tulsa, is the agency. 


Industry groups were particu-| minor differences exist between 
larly relieved when Sen. Spencer| the House and Senate versions of 
Holland (D., Fla.) succeeded in) the highway bill, so after seeming- 
convincing the Senate to go along|ly endless years of discussion, the 
with plans for a special national) world’s biggest public works pro- 
survey of housing to be taken this| gram soon will be heading toward 
October. Since 1950, when a full| the White House for final approv- 


PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 
THE PATERSON CALL 
In 1954 the Paterson Cali carried 
35% MORE 
Department Store advertising than 
the other Paterson paper. 
REQUEST MORE FACTS—ADVERTISE 


im THE CALL | 


000 for advance planning on cen- 
suses covering 1958. 


through both houses of Congress 
with relatively little battering.| 
While some differences still must 
be ironed out in conference, there 
will be ample funds for comple- 
tion of the 1954 censuses of busi- 
ness and manufactures, plus $150,- 


Full amounts were approved | 


for the bureau’s monthly and) 
| 


housing census was made, housing) 
starts have greatly exceeded fam-| 
ily formation. Business groups be- 
lieve the survey will point up the 
“depth” of the remaining housing 
market by measuring such un- 
knowns as the number of housing 
demolitions and conversions since 
1950. It also is expected to provide 
fresh information about the num- 
ber of doubled-up families, aver- 


al. 

With expenditures totaling more 
than $50 billion during the next 13 
years, sponsors say it is virtually 
impossible to visualize the full im- 
pact of the program on the nation’s 
economy. 

Nearly half the money will be 
spent in urban areas. So in addi- 
tion to new jobs in industries di- 
rectly connected with road build- 


quarterly trade statistics, and some 
money is likely to be available for 
a new series on retail inventories 
and for the publication of county 
business patterns for 1956. 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising canters 


ing, the highway program implies 
vast changes in every city in the 
land as new highway arteries open 
the way for shifts in housing and 


retailing patterns. 
+ e + 


|age size of family and number of 
| persons per room. 

7 7 oe 

| Road Building Colossus: Only 


| New Anti-Trust Law? Recent 


| 


opportunity to tap 


industrial activity. 


a CBS basic station. 


PS ed 
raf » 
——————t ee 
VHF i. winter al 
240,000 -——== 
WATTS ces BASIC 


(Hotel Lassen). Howard O. Peterson, Manager. 


vee into the KANSAS market 
.. wth KEV 


.-.and step into one of the richest mar- 
kets anywhere! KTVH presents wide 


Wheat Belt — a market rich in oil, beef, 
and grain, with thriving aircraft and 


The Central Kansas population crowds 1,000,000 with a spendable 
income in excess of $1,000,000,000. Every survey proves that the 
pioneer station (KTVH) in this rich area is watched most by the most 
people! So, step into the LUCRATIVE Kansas market...with KTVH, 


Represented Nationally by H-R Television, Inc. 


KTVH, pioneer station in rich Central Kansas, serves more than 14 ee communities 
besides Wichita. Main office and studios in Hutchinson; office and stud 


| probes of the auto industry have 
|caused some congressmen to be- 
| lieve new anti-trust laws may be 
| needed to cut down the amount of 
| eoonsunts power which manufac- 
|turers of nationally advertised 
| items can exercise over their fran- 
| chised outlets. 

Under congressional pressure, 
‘auto manufacturers already have 
| given their dealers “better” con- 
tracts. Now the Senate commerce 
| subcommittee on auto marketing 
| has a bill (S. 3946) writing many 
of these reforms into law. And 
some congressmen, including Rep. 
| Sid Simpson (R., IIl.), are saying 
| that the same rights also should 
|be assured for farm implement 
‘and electric appliance dealers. 

The bill now under considera- 
| tion prohibits manufacturers from 
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forcing unwanted items on deal- 
lers, requires full reimbursement 
| for costs incurred servicing war- 
|ranties and specifies that manu- 
| facturers must buy back dealers’ 
| excess stocks in the event of liq- 
| uidation. As a curb on bootlegging, 
it provides that dealers must of- 
fer to resell excess cars to the fac- 
tory. 

Since the bill steers clear of 
exclusive territory features which 
split the dealers and stirred vig- 
orous government opposition to 
earlier auto dealer aid bills, it may 
| have a chance for favorable action 
_in the next year or so if there is a 
resurgence of manufacturer-dealer 
feuding. 


Borden Names Bodine 

Borden Co., New York, has ap- 
pointed James R. Bodine director 
of sales and marketing for the pre- 
scription products division, a new 
post. Formerly a consultant to the 
division while associated with 
Stewart Dougall & Associates, Mr. 
Bodine will have complete sales 
and marketing responsibility for 
the division’s line of infant prod- 
ucts. 


Mutual Switches Outlets 

Mutual Broadcasting System has 
switched affiliates in two Texas 
cities. KMAC has replaced KTSA 
as the MBS outlet in San Antonio, 
and KSYD has replaced KTRN as 
the network’s affiliate in Wichita 
Falls. KMAC was a Mutual af- 
filiate from January, 1947, to Sep- 
tember, 1955. 


PEORIA 


$630 Million Market 
Largest in Downstate Illinois 
JOURNAL STAR 


Covers 
All Peoriarea 


Daily Net Pd. 
Exceeds 100,000 


1955 Brochure 
on Request 


EARL H. MALONEY 
Adv. Director 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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the heart of the 


abverTisErs ARE SOLD 
ON THE MEDIUM THAT SELLS 


IOWA 


ADVERTISING LINEAGE GAINS 


WALLACES’ FARMER AND 
1OWA HOMESTEAD 
1951-1955 


668,300 


633,780 


1952 1953 


CHANNEL 


12 


io in Wichita 


712,900 


827,428 
792,125 


1954 1955 


WALLACES’ FARMER 


AND 


 Jowa HOMESTEAD 


RICHARD &. PIERCE, PUBLISHER * DES MOINES, IOWA 
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Robert J. Bayer, 
‘Traffic World’ 
Editor, Dies at 58 


La GRANGE, ILL., June 6—Rob- 
ert J. Bayer, 58, veteran newspap- 
er man and editor of Traffic World, 
died yesterday in his home. Mr. 
Bayer worked for Traffic Service 
Corp., publisher of Traffic World, 
for the past 31 years as a reporter, 
circulation manager, and assistant 
to the editor. He had been editor 
of Traffic World since 1945. 

Born in St. Paul, Mr. Bayer 
started his career as a copy boy 
on the St. Paul Pioneer-Press. He 
worked for the old Chicago Eve- 
ning Post, and was editor of the 
Franciscan Herald and Embalmer’s 
Monthly & National Funeral Di- 
rector, and served on the editorial 
staff of American Fruit Grower. 

He was a winner of the Ameri- 
can Trucking Assn.’s award for 
promoting progress in transporta- 
tion, and in 1953 was named the 
“Traffic Man of the Year” by Del- 
ta Nu Alpha, transportation fra- 
ternity. 


WALTER BLANCHFIELD 

WELLESLEY, Mass., June 5— 
Walter W. Blanchfield, 53, New 
England advertising manager of 
This Week Magazine, died Friday 
in Newton Wellesley Hospital. 

Mr. Blanchfield, a member of 
This Week’s ad staff for 20 years, 
had been New England manager 
since 1951. Before joining the pub- 
lication, he was with Conde Nast 
Publications and the New York 
News. 

A graduate of Dartmouth Col- 
lege, class of ’24, Mr. Blanchfield 
was a member of Beta Theta Pi. 


MRS. MARTINA GILCHRIST 


PHILADELPHIA, June 5—Mrs. | 


Martina Gilchrist, advertising di- 
rector and fashion coordinator, of 
the Blum store here, died of a 


heart attack May 30. Mrs. Gil-| 


christ came to the Blum store in 


1935. Before that she had been in| 


charge cf fashion advertising at 


Kaufman’s and at Meyer-Jonas- | 
son’s, both Pittsburgh. She was a| 


native of Sandusky, O., and a 
graduate of Flora Stone Mather 
College, women’s branch of West- 
ern Reserve University. She was 
a member of the Philadelphia 
Club of Advertising Women, and 
former regional director of the 
Philadelphia Fashion Group. 


ALEXANDER WILLIAMS 

New York, June 5—Alexander 
T. Williams, 58, vp of Hearst En- 
terprises Inc., which handles news- 
print purchasing for the Hearst 
organization, died yesterday at his 
home in Great Neck, N. Y., of a 
heart attack. Born in Brooklyn, 
N. Y., Mr. Williams joined Hearst 
about 28 years ago. He had been 
vp of Hearst Enterprises for the 
last ten years. He was a specialist 
in handling paper shipments and 
was a member of the traffic com- 
mittee of the American Newspa- 
per Publishers Assn. 


ROCKY MOUNT 


Business Is Better Than Ever . . . in 
NORTH CAROLINA 
Per Family Retail Sales........ $6192. 
Per Family Food Sales........ 1081. 
Per Family Drug Sales........ 156. 
One of the nine largest cities in the State. 
Sell in this rich market through advertising 
in one medium offering complete coverage. 
FREE! New Grocery Route List 
available to manufacturers and distributors. 
THE TELEGRAM 


Evening and Sunday 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


L. A. Art Club Sets Contest 

The Los Angeles Art Directors 
Club has announced an all-tv ex- 
hibition and awards competition 
for 1956, with winners to be se- 
lected and exhibited by the club 


in 1957. The exhibit will be based | 


upon screening of tv film com- 
mercials by a committee of judges. 
Additional information may be ob- 
tained from Jack Roberts, chair- 
man, Carson-Roberts, 8811 Alden 
Dr., Los Angeles. 


Collard, Stacey Form Agency 

Thomas H. Collard, art director 
of Batten, Barton, Durstine & Os- 
born, San Francisco, for the past 
five years, has resigned to join 
Arthur Stacey, former vp of Walk- 
er Engraving Corp., in establish- 
ing Creative Advertising & Pro- 
duction. The new agency will have 
offices at 233 Sansome St., San 
Francisco. Mr. Collard also will 
serve independently as a free lance 
consulting art director. 


Concentrate in 
the Target Market _ 
with the Automotive Leader 


Automotive advertisers place more display advertising linage in 


advertising dollars). 


The Call-Bulletin than in any other San Francisco newspaper—  fhree rich West Bay counties— 
because this newspaper concentrates its circulation (and their 


make up the compact, profitable 
TARGET MARKET. 


The most for your money where it counts the most... 


SAN FRANCISCO 


he advertising representative from 

EBONY magazine who calls on you 
is a thoroughly well-qualified advertising 
and sales promotion man. He has had close, first- 
hand experience with Negro buying habits... 
Negro likes and dislikes... and what motivates 
the Negro to buy or not to buy products that are 
advertised to him. The representative from 
EBONY brings to your selling problem the accu- 
mulated knowledge of hundreds of companies 
that have successfully used America’s No. 1 


Negro advertising medium. He has market data 
that is without equal and statistical information 
on the Negro that will open your eyes to new 
sales opportunities in many markets where you 
could do a better selling job. Bring your thinking 
up to date on the buying potential of America’s 
16 million Negroes and their responsiveness to 
products that are advertised to them in a maga- 
zine they read and believe in. Increase your 
sales in this readily accessible market. Let the 
EBONY representative bring you the FACTS. 


CHICAGO: 1820 S. Michigan Ave. - 


San Francisco, Sen Mateo and Marin— 
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Hew Would You Depreciate 
“The Wonder ful One-Hoss Shay?” 


se few me bain “Te 


Pew an prema Pate» 
NATIONAL AUTOMATIC TOOL COMPANY, INC. 
Brewewns teens 


emp Gt, bering, Mk ng am ayy acme peel wey ape ts en mm ces, 


EDUCATIONAL—In its new ad cam- 
paign, National Automatic Tool 
Co., Richmond, Ind., encourages a 
check of depreciation policies. 
Shown here is one of the series 
appearing in Fortune. Farson, 
Huff & Northlich, Cincinnati, is 
the agency. 


Ads Urge Voters to 
‘Un-Sign’ Petitions on 
Right-to-Work Vote 


SEATTLE, June 5—Direct mail, 
used originally to kick off a cam- 
paign for 70,000 signatures to put 
“right to work” legislation on the 
state ballot next fall, now has run 
into a counter-offensive of news- 
paper page ads asking voters to 
have their names stricken from the 
petitions. 

In March, the Washington Right 
to Work Committee sent petitions 
with room for five signatures each 
to 800,000 homes in the state. 
Newspaper advertising was placed 
at the same time to support the 
direct-mail drive. The David Pol- 
lock Agency handled the campaign. 

But last week an opposition 
group, the Citizens Committee for 
the Preservation of Payrolis, fired 
back, urging voters to revoke their 
signatures. This development fol- 
lowed a ruling by the state’s at- 
torney general that up to the time 
petitions are filed with the secre- 
tary of state citizens could change 
their minds and ask that their 
names be removed. 


s The Citizens committee, through 
How J. Ryan & Sons, placed news- 
paper page ads that contained a 
prominent coupon with instruc- 
tions for cutting out and mailing 
to the state capital. Dailies used 
are in Aberdeen, Bellingham, Ev- 
erett, Seattle, Tacoma, Vancouver, 
Walla Walla, Wenatchee, and Yak- 
ima, and the Columbia Basin News. 


‘McCall's’ Names Reifi; 
Street & Smith Boosts Behal 

Robert Reiff, West Coast manag- 
er of Street & Smith Publications 
Inc. for the past seven years, has 
been appointed to the sales staff of 
McCall’s in Los Angeles. 

At the same time, Street & 
Smith has appointed Van Behal, 
West Coast manager of Charm, 
administrative head of its West 
Coast office. 


SALISBURY 


NORTH CAROLINA 


MARKET 
MEDIUM 
cost 


Sell the heart of the rich and prosper- 
newspaper—THE SALISBURY POST 


ous Carolina market through its only 
Nationalty Represented by 


WARD-G RIFF TH co. 
The Ward-Gritfiyh Co. mamtains offices 


in oll principal odvertising centers 


‘Life’ Tests New 
15¢, 25¢ Newsstand 
Prices in Two States 


|was launched with the June 4 is- 
sue of the magazine and would 


Donnelley to Sell Stock 
R. R. Donnelley & Sons Co., 


Advertising Age, June 11, 1956 


tative for the company’s two ex- 
port publications, Revista Indus- 


|run through issues of July or Chicago, is offering 573,575 shares trial and El Embotellador, in Ohio, 


August. 
Life’s newsstand circulation in 


|of common stock to the public— 


; in the first public financing by the 
Montana is 5,763 (total circulation company. The maximum return) 


|Michigan and western Pennsyl- 


vania. 


New York, June 5—Life is|in that state is 24,921); in New from the sale of stock would be|Slabot Elected President 


running newsstand tests in Mon- 
tana and New Mexico. Price of the 
magazine in Montana has been set 
at 25¢, while in New Mexico the 
tab is 15¢. Life’s cover price else- 
where is 20¢. 

The moves, said a spokesman for 
Life here, stem from “the publish- 
er’s policy of continuously testing 
rates.”’ He said that the experiment 


| Mexico, 5,156 copies go via news- 
‘stand (total sales amount to 23,- 
|079 copies). 
Secrets Names Ryan 

Michael J. Ryan, formerly with 
Hillman Publications, has been 
named advertising manager of the 
Secrets Romance Group, New 
York. 


| $18,354,000. Proceeds of the stock 
sale will finance, in part, an im- 
|provement program which is ex- 
pected to cost about $48,000,000 
in the next three years. 


Cleary & Co. Adds One 

Keller Publishing Co. New 
York, has appointed Richard E. 
Cleary & Co., Cleveland, represen- 


Abraham Slabot, publisher of 
the Jewish Ledger, New Orleans, 
has been elected president of the 
American Assn. of English-Jewish 
Newspapers. 


Pullman-Standard Moves 

Pullman-Standard Car Mfg. Co. 
has moved its Chicago executive 
offices to 221 N. LaSalle St. 


os * 


T study the editors’ background in the industry served 
How many editors does the magazine employ? Are 
they working full time on the staff . . . does 
their education, ability and experience qualify 
them to write authoritatively, mold opinion, 
render service? For instance, STEEL points to 
33 full time editors with a total of 479 years’ 


Awards for editorial excellency are not important 
in themselves. But they do indicate the quality, 
completeness and thought underlying the editorial 
job. STEEL editors consistently win industry's 
key editorial honors. For example, over the 
years, STEEL has captured eighteen “Industrial 


experience 


serving metalworking, 


exclusively. 


Marketing” awards for top editorial performance. 


7 ways to evaluate 
the qualifications of 
the men who edit 
a business paper 


Check for yourself how STEEL editors 
measure up to the vitally important job of 
serving fast-moving metalworking. Here is 
an editorial staff second to none in calibre, 
experience and ability. It’s another reason 
why STEEL is building on an ever-widen- 
ing base of faithful readers who rely on 


what STEEL editors say, week after week. 
It’s another reason why advertising in 
STEEL carries more weight, brings a greater 
return for each dollar invested. (This is an- 
other in STEEL’s continuing series, “How to 
Measure Readership of Business Papers”. If 
you would like reprints, drop us a line.) 
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Howard Names Johnson 

Howard Publishing Co., Park 
Ridge, Ill. has appointed Pete 
Johnson to its sales staff. Mr. 
Johnson, who formerly was in the 
display advertising department of 
the Chicago Daily News, will rep- 
resent American Paper Merchant, 
Paper, Film & Foil Converter and 
American Boxmaker. 


Heckman Named Ad Manager 

Henry H. T. S. Heckman has 
been appointed advertising man- 
ager of Harris-Seybold Co., Cleve- 


| lithographic product manager. Mr. 
Heckman formerly held advertis- 
ing posts with Republic Steel Corp. 


‘Finance’ Names Heimrich A.M. 

Finance, Chicago, has appointed 
F. Patrick Heimrich advertising 
manager. He formerly was mid- 
western advertising representative 
of Tide, 


Albert P. Hill Co. Moves 
Albert P. Hill Co., Pittsburgh 
agency, has moved for the first 
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|research, using depth interviews.;the broom fits into the modern 
|A number of housewives will be home, how styling influences the 
asked by a trained interviewer to | prospective buyer. The association 


Sweeping Study of 


land, succeeding R. W. Mulcahy, 
who has been named assistant | Center. 


time in 40 years, to 2 Gateway 


“just talk generally about brooms.” 


Housewives Will 
Next, the organization will cat- 


Guide Broo m Push egorize the information revealed in 


Cuicaco, June \—The probers|these talks. Armed with these 
into the unconscious are doing so|clues, psychologists, sociologists 
today on behalf of a number of! and psychiatrists will make up a 
products. Latest to wonder about series of projective tests, intended 
the deep-buried implications of its! to show true viewpoints of women 
product to the potential buyer is| toward brooms, whether they are 
the National Broom Manufacturers |fully aware of these attitudes 
& Allied Industries Assn. | themselves or not. 

To find out how women feel 


about brooms, Social Research,|# The broom men hope to find out 


Chicago, is undertaking motivation| why a woman buys a broom, how 


SB How many have established reputations in the field? 


Have staff editors proved their right to inform 
their readers? Does industry ask their counsel? 
STEEL editors have “hot” phones . . . each 
week they receive countless calls for data and 
source material. They originate business trend 
stories for the newspress. Several have written au- 
thoritative textbooks on metalworking operations. 


5 Think twice about staff editors who are “travel-shy” 


Conscientious editors get off their chairs and 
into the plants — talk things over with the men 
they serve — travel thousands of miles every year 
to feel the pulsebeats of industry. In 1955 the men 
who edit STEEL traveled a total of 650,000 
miles to visit with key executives throughout 
Metalworking America and in foreign countries. 


A Penton Publication 


Penton Buripinc, CLEVELAND 13, Onto 


. bo editors keep posted on changing industry needs? 


Alert, service-minded editors attend association 
meetings, forums, industrial planning sessions, 
and other gatherings affecting their industry. 
STEEL editors, for example, have consistently 
played an important role in such sessions. Last 
year they participated in 177 different industrial 
and trade association meetinys across the U. S. 


© Good editors are called upon to “speak their piece” 


Much of an industry’s progress stems from an ex- 
change of information at industry group meetings. 
High-level editors are often called upon to moder- 
ate such discussions. Each year STEEL editors 
address such prominent groups as “American So- 
ciety for Metals”, “American Management Associa- 
tion”, “Iron & Steel Engineers”, and many others. 


7 What experienced editors say makes news—or should 


Still another way to measure the stature of an 
editorial team is to check how often it is quoted. 
Each week, for example, television newscasters, 
radio commentators and national news columnists 
dip into STEEL’s storehouse of printed informa- 
tion . . . and quote more than 600 separate news 
items originating in STEEL’s editorial content. 


hopes to use the results of the re- 
search to guide an extensive three- 
year promotional campaign. 


Publishes ‘History of Labels’ 

Allen Hollander Co., 385 Gerard 
Ave., New York, has published a 
booklet, ‘History of Labels,” 
which is available free on letter- 
head request. The booklet traces 
the origins of labels from the days 
before printing when clay seals 
were used for identification. Vari- 
ous uses and misuses of labels are 
detailed from as far back as 6,000 
B.C. up to modern times. 


Bayless-Kerr Adds One 
Shaw-Barton, Coshocton, O., cal- 
endar and specialty advertising 
company, has appointed Bayless- 
Kerr, Cleveland, to handle its ad- 
vertising. An “integrated sales 
promotion program” is planned in 
addition to a general magazine and 
business publication schedule. 
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OF SOUTH CAROLINA’S 


INCOMES 


AMOUNTING TO 


$613,935,000. 


are in the COMPACT 


| in SOUTH 
St CAROLINA 


Here is America's textile-industrial 
center, with more woge earners and 
higher payrolls among its 510,320 
people then S.C.'s second and third 
markets combined. Total Retail 
Sales, and sales of Food, General 
Merchandise, Apparel, Furniture & 
Appliances, Autos, etc., are greater 
here than in any other marke in 
S. C. By every accurate measure- 
ment, Greenville is your first market 
in South Carolina. 


Write us or WARD-GRIFFITH for 
information and for assistance in 
selling your products in The Green- 
ville Market. 


Figures from SALES MANAGEMENT 
1956 Survey of Buying Power 


Daily Circulation 


t oe: Ae “a Sa ie 2 : mia. 
e * a ee i ae aa ~ ae Pe eos. ls ee eee Maree ey <a ac ae ; ee Poe OS: ae a a ‘ ie 3 
ee ae 5 wo ee a ct | Peete ig re ee ee a ® iS ae i. 4 sea ee Sep en rs 
“ —— an — ee si 
‘ 
| eC "65 2 
el on 
ie | ee os : 
ee oe) Oe sce a a 
RE Eee | = 
" _ 7 - a tae oe v 
Z =m H whe : Fee. ar " “J : Ba er fi | if . 
eo ee fe ce a a . a oo? ae = | , 
1 ee ae a SS : tt gga ae aes ie ae od “2 
Stee oS 0 oe — ‘ . ia , “7, . | 
r Cee “oa ‘ % 5 Par 3 ‘ . ws fa te ~ ea x 
j ——— J:-=S ~\. eo —— i 
So = ce — =e ak SS 
: SR a). - ‘ s 3 i . he ae, ee Y * 
n ee P AG os ae ‘ E a sae a a 
. St ee 4 4 : es ne: hai, a . 
} saat : i. ‘ol é i. ! Se : - 5 ie 9 
ee al co ee x ; Z A : eo ' a ° 
ee a =— ee : 7 | 5 * 4 ; 
4 ee: ‘oF _ ¥! = ‘ a a = ais via a ‘ om - 
ane j cage 4 (a ale ae ie . Ber : 
} ee 4 “ > 25 G% Fis leads Pie: 4 Ne + 
: . ss a ee ee ae i a 3 
a ‘ a 4 US Se ae A 2 
| OM =" ee | el o 
P| 2 
ee ee . 
a 
of. : _ | Piidid) Si} Ube + 
ae ia. : é Boe: fone Ste eee reece G +b a ? . ?- 
ee ae ) > opr eo : forte re Garrcrc (ae Sart GF sar } ; ‘ 
=) aa Tes i i = sere ® Es ony | 9-CO 3 
% z Z : ; . : a : mee a a es > 
: ae y aes ge Nee / a . t fs 4 — s Oconee ® , GY 
Jil has : o it 6} oe oa ine Vx | 
f %, . “ij é Pm > — Fae eR, oe : + LAURENS 
i ~<a Ss 4 2 < g Pee = oO Pe a) : ai 
' : — ; ) ee el : BA ms Ja i : =, ene . - . 
- ’ : : =“ ‘ ~ — - a ay Ag ut \onga, © 
.* ‘ {en ee . a cae «4 re ——_ ££ f- " 58% . 
Q . @ f e a es a a ial i. —— ar, a , 
e 4 ck es oe ae ee i ee coal A ¥ 
Pe fs - | ees . _ ae a. gees a 4 
: p ie oa oe es, a ee A BS * ae 
ee ; r 4 ees oe a 9 SE ue Hoe ag ¥ 4 - ? 
; : ao z= PM ro eae - ne a ane 2 Beh tes ; oe a 7; v sae}: sie) a V, \ : 
poet ot ——— ll le a hay .: wii oF — eee - _ ee eS LE , 
} fe er ry . s oo ‘a x a, : a “y . bee" an a4 A‘ a. ig Re ~~ Bae eget es eo us 
f « > ; 
! ” 
| — 
| 
ey 
7 = 
| ¢ Gs 
BY ik 
" 
| . | a bi ‘ 
} wy SS ul : 7 ond 4 AT at 
a ~: fig eter : rie, a : low K-* 
“ ‘ 7 > = athe 3) 4 Anes ia ” a . Bes, Towtt ti j 
ts Cf ea —_s Cae a eee ss «Ke Vag a vOUR MONG) 7 
| . ; ae gael . GREEVUELT." ,  Gons yon r0¥* “one a! 
’ <a =e . : a : 7 = . , rt ats mil - ret ae be we : au — . ~ 
} aa. am oe — and aly ; 2 : a - 
* Be os BP: re\ uM _ . sa r ; LRM US Se a 
“ _- ike a cur an = =» Fie Sees a igen Se “ 
5 a Pod re 4 : pvr : i “43 resem Uden Bee ~ 
' GER ——Z a = iw At Chicags ‘ Pe te 
ri.’ eS «ae See ER] Che Greenville News 
| pe eet Fe ee 5REENVILLE PIEDMONT Ha 
ee o Se ‘ 2 ee Veith. : 
ir w —TThe New Pork Cimes. 'ss | ae oe eae ¥ 
<> ~ WALL STREET : i ae Ma hee Yre 4 3 
/ i se AT JOURN) a | Ee Z d National . " 
* - Yh . =< “e 4 ial e ae Re “ ia 
: a fo «a ba el “Word Grifth Co., Ine: Ai 
= a a == ; . . a : ae aid 
i ie PP : : . * - : 
99,042 oe 
} < i 
| = 
: : fen 
BG aS. a eee ree Co Rae om pre Co - - a chee 
ee b > Seis See tne SO Je aaa a - teins ne ae ee Te Se 
or: Sy es a ie. eo ae! Oe - an Pe? a OMAR te pn ey 
Ss ei . , cane a = -¥ Seek Gee \ aa . 3 a Se eee es ee %, Aan - ow ere, eR. © 


Hearst Pinkley Palmer Chandler 


READY—Lining up to be the first registrants for the ert M. Sample, general chairman of the convention 
June 24-28 convention of the Advertising Assn. of and vp of the Los Angeles Better Business Bureau; 
the West, to be held in Los Angeles, are these Los Franklin S. Payne, Examiner; Harlan Palmer Jr., 
Angeles newspaper publishers: David W. Hearst, Hollywood Citizen-News, and Norman Chandler, 
Herald-Express; Virgil Pinkley, Mirror-News; Rob- Times. 


SALESMAN’S SPECIAL—Georgia Karral spins the prop of a new Cessna 
model #172 airplane which was exhibited at the National Sales 
Executives convention in Chicago last week. The plane, which 
Cessna asserts can be driven as easily as an automatic shift car, —ropeign riavor—Fred Spence, vp of the international division of 
sells for $8,750. Grant Advertising, spoke at the World Trade Week meeting of the 
Los Angeles Adclub on the creation and application of interna- NO DivoTS—Tom O'Connell, J. 
tional advertising in foreign Walter Thompson, Chicago, takes 
markets. Here, Mr. Spence is just pride in that urn. It’s the 
flanked by models whose cos- "ew Advertising Age golf trophy 
tumes added atmosphere to the warded to this year’s winner of 
proceedings. the annual Agate Club tournament. 
Mr. O’Connell claimed it by card- 
ing a 77 on the Bob o’ Link course 


near Chicago. 


When its Hot inthe Shade ..’ 


Doris Benziger Rohde Scott Mahoney Revelle 


BRASS—New officers and directors of the American Charles F. Revelle of Ridder-Johns is treasurer and 

Assn. of Newspaper Representatives appear shortly John C. Davidson (not in photo) of Cresmer & ae ; 

after their election at the association’s annual di- Woodward is secretary. New directors are John E. EYE-CATCHER—A cool and composed girl cut-out dominates this poster 
rectors meeting in Chicago June 4. J. Donald Scott Woodman, Kelly-Smith Co.; Abe Doris, Katz Agen- for General Foods’ Bireley’s division, Hollywood. Bireley’s is sched- 
of Scolaro, Meeker & Scott is the new president, cy Inc.; John E. Rohde, Reynolds-Fitzgerald Inc.; uling a summer poster campaign across the U.S. Young & Rubicam, 
Peter Benziger of Ridder-Johns Inc. is the new vp, Steve Mahoney of Burke, Kuipers & Mahoney. Hollywood, is the agency for Bireley’s. 


Milliken Warner McGivern 


PRESS REPS AND AD FOLK—The Chicago chapter’s day at the American Assn. of Newspa- The agency people are Harry C. Pick, Dancer-Fitzgerald-Sample; Mary Petr, Arthur 
per Representatives meeting found press representatives and admen convivially as- Grossman Associates; Harry Sager, Kenyon & Eckhardt; George McGivern, Man- 
sembled. The newspaper representatives are Charles D. Buddle of J. P. McKinney  chester-Williams-Kreer; A. G. Ensrud, J. Walter Thompson; Charles Pumpian of 
& Son, AANR Chicago chapter president; Bill Sauerberg, Ward-Griffith Co., and Henri, Hurst & McDonald; Henry Haupt of Batten, Barton, Durstine & Osborn, and 


Don Milliken of Texas Daily Press League, president-elect of the Chicago chapter. Don Warner of Mason Warner Co. 
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coverage 


.-in Pnriladelphia 


“Umbrella coverage” is a fine phrase. But if your ads are getting buried 
in the linotype jungle of oversized newspapers, there are a lot of holes in 
that umbrella. An ad can’t sell unless it’s seen, and in our sparkling tabloid 


pages your ads get seen. 


Instead of phrases like “umbrella coverage”, the all-new NEWS gives adver- 
tisers results ...in the cash box. The oversized papers offer larger circula- 


tion. But, in those over-stuffed pages, ads have an ulcer producing habit 


Represented by: REYNOLDS-FITZGERALD 
New York * Chicago * Detroit * Syracuse « Atlanta 
Los Angeles * San Francisco * Seattle *« Philadelphia 


of getting buried. In our modern sized pages, we couldn’t bury you if we 
tried. Doesn’t your own logic tell you that one reader who sees an ad is 
better than 101 who don’t see it! 


Newspapers are a “must” buy for smart advertisers. But before you place 
a schedule in Philadelphia, look at all three. You'll see why alert space 
buyers are giving the all-new Philadelphia Daily NEWs continuing linage 
gains. Drop us a note, and we’ll send along a week’s copies. That way you'll 


“see the bright difference” as Philadelphians see it. 


PHILADELPHIA DAILY 


“NEWS: 


See the 
bright 
difference ! 


~ 
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FASTER... 


complete mailings, multl- 
graphing, ee 
ing, addressing, fill-in on 
multigraphed letters, 
planographing 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
uick service and fast delivery 
an WAbash 2-8655. 


Marie does it 


431 S. poe Street, Letter tp 5, m./ 


|A 


mana Buys Deepfreeze 
| Amana Refrigeration, 
Ia., has bought the trade name, all 
| tools, dies and patents of the Deep- 
freeze Appliance division of Motor 
Products Corp. Amana pians for 
|the establishment of a Deepfreeze 
\division, which will produce and| 
|market a new line of chest freezers | 
to complement the company’s cur- | 
‘rent line of upright freezers. The| 
Deepfreeze line will be marketec | 
| through Amana’s present distrib- | 
utors. Amana also acquired select-| 
ed factory equipment from the | 
Deepfreeze plant at North Chi- | 
|cago, which will be installed at} 
Amana’s headquarters. 
estate is involved in the transac- | 
tion. 


EW FROM KRAFT! TWE FINEST JELLIES 
AND PRESERVES YOU EVER TASTED... 
AND Se OFF TO PROVE IT! 


Amana, 


~~ — 5 : 
—“OCMnNounwn 


No real! 


when time is important—get 
newspaper mats from & 


LOVABLE LINE—This color page, ap-| '4 
pearing both in daily r.o.p color|'> 
and in newspaper color comics 
| sections, is being used to kick off | 
Kraft Foods Co.’s line of jams and | 
‘jellies in the East. Detail copy 
boasts of a method of recapturing 
cooking vapors and putting them 
back in the product. Needham, 
Louis & Brorby, Chicago, is the} 

agency. 


Brown-Forman Splits Stock 
Brown-Forman Distillers Corp.,/1 
Louisville, maker of Old Forester | ;2 
and Early Times bourbon whis-| 3 
kies, has asked stockholders to| j4 
approve an increase in authorized | 15 
capital stock from 900,000 to 1,- 
500,000 shares of $1 par value each. 
Directors requested the 
to allow a 15% stock dividend. 


Two Join Lennen & Newell 
Lennen & Newell, New York, 
has appointed Mrs. Jean Brown, 
|formerly copy supervisor of Biow 
copy supervisor. The agency 
‘also has appointed Hanno Fuchs, 
‘previously with Young & Rubicam. 
|to its creative department. 
| 


|Orthman Joins Botsford 

William G. Orthman, formerly 
advertising sales manager of Pa- 
cific Builder & Engineer, has joined 
Botsford, Constantine & Gardner, 
| Seattle, as media and marketing | 8" 
| director. 1 
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Advertising Age, June 11, 1956 
Sindlinger 
Word-of-Mouth on TV“ 
For the Week Ending May 12, 1956 
% of 
Program Mentiont 
I, CU ID acencncanisinesnbaninicenscrnseostnndcestiscdaiioniliiimentnses 21.0 
Lawrence Welk Show (Dodge, ABC) pe ae Oe ST RE | 17.4 
Phil Silvers Show (R. J. Reynolds, Amana, CBS) .............c.ccccccccsssseesesseseeseenens 10.2 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ...........-cccccccceseeeeeseseereseees 6.6 
This Is Your Life (Procter & Gamble NBC) ..............ccccccccccccescessesseesessvenensneeee 6.0 
1 Love Lucy (Procter & Gamble, General Foods, CBS) 49 
Climax (Chrysler, CBS) 48 
Do You Trust Your Wife? (General Motors, Frigidaire, CBS) .................00..5 43 
SEU WT PUENTE, OUD css cencnctnaicecesesscscssnencavsconsesvescosceenveseesstos 4.2 
$64,000 Challenge (Revion, P. Lorillard, CBS) ........c.cccccccccssosessesesesnversenevnes 3.6 
Person to Person (American Oil, Hamm's beer, Elgin, CBS) ..............00000 3.5 
Medic (General Electric, Procter & Gamble, NBC) o.........ccccccccccccceccescesneeneeee 3.0 
Perry Como (Several SEIT <cincecdeidiieaiesiistntigheatebcttiescineadileaenccasditibeats 3.0 
Studio One (Westinghouse, CBS) .. SI A 
Wide, Wide World (General Sete, “NBC) . iaseieieanindecetatabbiinieaancloieiallapniatscoahbelialiile 2.3 
Program (000) 


$64,000 Question (Revion, CBS) 
ee 
Phil Silvers Show (R. J. Reynolds, Amana, CBS) ....... 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ... 
This Is Your Life (Procter & Gamble, NBC) .............cccccccccccccceecceeeseeeseesseeeee 


I Love Lucy (Procter & Gamble, General Foods, CBS) ..............0.cc00ccc000e 5,928 
EE Pe eS, ae 5,808 
Do You Trust Your Wife? (General Motors, Frigidaire, CBS) .................... 5,203 
Sinking of the Titanic, (Kraft, NBC) ; 5,082 
$64,000 Challenge (Revlon, P. Lorillard, CBS) ......ccccccccccsceseseeseseseenreeeeene 4,356 
Person to Person (American Oil, Hamm's beer, Elgin, CBS) 4,235 
Medic (General Electric, Procter & Gamble, NBC) 3,630 
Perry Como (Several sponsors, NBC) 3,630 
Studio One (Westinghouse, CBS) . nS OES ee 2,904 
Wide, Wide World (General Stern, NBC). sebiestieisiadiiande dileaetieatiditneiinismiiindeiaalin 2,904 


auiaa word-of-mouth data is all gathered among people who recall, without 
; any aid or probing, that someone 
INCTCASE | program to them and they remembered the name of the program. Therefore the figures 
are not ratings. According to Sindlinger, they are advance indicators of ratings and 
“sharp and objective evaluators of the impact and retention of recommendations from 
others and reflect those who are recommending as well.” 

'Sindlinger & Co. word-of-mouth ratings are based on 1,000 field interviews, a day by 
nearly 200 interviewers working about the country and requiring from seven to 20 min- 
utes to conduct and covering other media in addition to television at the same time. 
Interviews are conducted every day of the week, and information is compiled for weekly 
Sindlinger client reports called “Audience Action Index and Media Exposure.” 


“today or yesterday” recommended a television 


Videodex Network TV Ratings 
Week of May 1-7, 1956 
Copyright by Videodex Inc. 


Rating 

Program (%) 

$64,000 Question (Revlon, 156 cities, CBS) ..........cccccccccccccseeseeseeesenseesseenenne 31.5 
Ed Sullivan Show (Lincoln-Mercury dealers, 161 cities, CBS) .............c6c00 31.1 


1 Love Lucy (General Foods, P&G, 151 cities, CBS) ..........ccccccccesceseseereeeees 
Dragnet (Chesterfield, 165 cities, NBC) .........ccccsscrseseseesenseeseneescesenrnseeseeers 
Alfred Hitchcock Presents (Bristol-Myers, 115 cities, CBS) wale 

GE Theater (General Electric, 139 cities, CBS) ...........ccccccceeeeee 

Ford Star Jubilee (Ford Motor Co., 159 cities, CBS) .............cccccceccccccccseteeeee 

Phil Silvers (R. J. Reynolds, Amana, 153 cities, CBS) ..............c.ccccccceseeseeneenes 
George Gobel (Armour, Pet Milk, 155 cities, NBC) ............ccsecsseseeeseeeeee 
Person to Person (American Oil, Hamm's beer, Elgin Watch, 119 cities, CBS) 27. 2 


Homes 
Program (000) 
$64,000 Question (Revlon, 156 cities, CBS) .......cccccccccseerrersenrenesenennnees 11,030 
Ed Sullivan Show (Lincoln-Mercury Dealers, 161 cities, CBS) ................... 10,921 
Dragnet (Chesterfield, 165 cities, NBC) ............csssssesseseeerernnnenerserenneee 
1 Love Lucy (General Foods, P&G, 151 cities, CBS) .... 
Ford Star Jubilee (Ford Motor Co., 159 cities, CBS) ...........-cccccccoccceeeeeeees 9,914 
GE Theater (General Electric, 139 cities, CBS) ......ccccccccccceceeeereerseneennees 9,543 
George Gobel (Armour, Pet Milk, 155 cities, NBC) .........00000» 9,497 
The Honeymooners—Jackie Gleason (Buick, 156 cities, CBS) 9,461 
Phil Silvers (R. J. Reynolds, Amana, 153 cities, CBS)... 9,331 
Alfred Hitchcock Presents (Bristol-Myers, 115 cities, CBS) ..............00 9,282 


Zubrow Adds Fleer Co 
Frank H. Fleer Corp., Poiledel-| delphia, to handle its advertising. 
phia, manufacturer of Fleer Dub- Lewis & Gilman formerly handled 


ble-Bubble 


appointed S. E. Zubrow Co., Phila- 


chewing gum, has) ‘the account. 


The merchant with better class things to sell 
picks a store on Quality Street rather than on 
Main Street. That isn't snobbery. It's common 
sense. And advertisers who pick the quality” 
media do so for the same reason. It's good 


business. 


E. B. |. Per Capita Now $2,092 
| Fort Wayne 31% Above National Average 
| iB 


CITY'S TOTAL EBI HITS A RECORD 
$302,939,000 Figure 


Income makes it a must in any campaign. 
FORT WAYNE NEWSPAPERS, INC., Agent 


Che News-Sentinel © THE JOURNAL- GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco ~ 


hy 


ee 


FORT WAYNE 
Place your schedule where the buying 


power is for the best and quickest results. 
Fort Wayne’s new high in Effective Buying 
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MERIDIAN MUTUAL INSUR 


POLICE 


\NCE COMPANY 


me 


TOO-00-00T—This well-known face helped win for Meridian Mutual 

Insurance Co., Indianapolis, a public interest award from the Na- 

tional Safety Council. Keeling & Co., Indianapolis, created the out- 
door poster. 


British Publisher 
of Business Papers 
Sets U.S. Promotion 


New York, June 5—An adver- 
tising campaign to promote the 30 
publications of Thomas Skinner & 
Co. and Associated Iliffe Publica- 
tions, British publishing company, 
in the U.S. will be kicked off in 
August. 

The drive will include ads in 
business publications and direct 
mail, according to William F. 
Strube, director of advertising. Mr. 
Strube currently is engaged in set- 
ting up representatives for the 
publications in key markets 
throughout this country. 

The Skinner company was 
merged earlier this year with 
lliffe. Some of the new company’s 
better known publications are ABC 
World Airways Guide, Banker’s 
Almanac & Year Book, Flight, 
Mechanical Handling, The West 
Indies & Caribbean Year Book and 
Wireless World. 

Mr. Strube told AA that rate 
cards, circulation figures and other 
data on the publications are avail- 
able at the company’s offices here 
at 111 Broadway. 


K&E Advances McNift, Four 
Others; Names Three to Staff 

Kenyon & Eckhardt has appoint- 
ed Walter F. McNiff, formerly an 
account executive, manager of its 
San Francisco office and Sher- 
wood Armstrong, formerly cop 
chief of Cole & Weber, copy chief 
and director of creative work. Be- 
fore joining K&E last fall, Mr. 
McNiff was with Batten, Barton 
Durstine & Osborn. K&E also he 
advanced James S. Bealle to vp ir 
charge of tv and radio and Clinton 
F. Wheeler, a vp, to associate di- 
rector of the tv-radio department 
in New York. Mr. Bealle, formerly 
assistant director of the depart- 
ment, succeeds Wickliffe W. Crid- 
er, resigned. E. W. Newsom and 
George Simons, vps, have been 
named account supervisors in New 
York and Chicago, respectively. 

K&E also has named Stanley 
Warren, formerly with Benton & 
Bowles, an exploitation specialist 
in the promotion department, and 
Sy Lieberman, previously with the 
University of Michigan’s survey 
research center, an account re- 
search director, both in New York. 
Leon J. Pistone has been named 
art director of K&E in Boston. He 
formerly was a consultant to sev- 
eral Boston agencies. 


Bowater to Build New Mill 


Bowater Paper Corp., London, 
plans to build a new pulp mil 
near Rock Hill, S.C. Work on the 
project is scheduled to start im- 
mediately “subject only to the 
necessary consent of the local au- 
thorities concerned.” Bowater al- 
ready owns a pulp and newsprint 
mill in Calhoun, Tenn. Production 
there has reached 312,000 tons a 
year and the company is consider- 
ing expansion to 400,000 tons. A 
Canadian plant is also planned. 


Salesvertising Moves 

Salesvertising Inc., Rutherford, 
N.J., has moved its offices to 7 
Orient Way. 


New York General Advertising Office, 18 East 41st Street, New York 17—James J. Todd, Mgr. 
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IN SUBURBAN NORTH JERSEY 
ONE NEWSPAPER REACHES MORE THAN 
62,000 HOMES IN BERGEN AND PASSAIC 
COUNTIES - WHERE AUTO OWNERSHIP 
AVERASES OVER ONE PER FAMILY 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


CHARTING ‘HEARTBEATS’ — 


¥2 

Jor Editorial Excellence 
Merchandising, Trade § Export Papers 

1956 AWARD OF MERIT i 


MM A, 


For publishing the authoritative 
story reproduced at left, MOTOR 
won this 1956 award for edito- 
rial excellence ! 


VING AN AWARI 
, & Ric. ori Po a we — A 
W s a PALS Ae y “et i, 


—-AND LEADERSHIP TOO! 


Back in March, 1955, appeared news of 
special importance to the nation’s automo- 
tive repairmen. It was about the oscilloscope, 
a great new diagnostic tool—flashed in a 
pioneering MOTOR article. For this article, 
MOTOR won Industrial Marketing’s Eight- 
eenth Annual (1956) “Award of Merit” for 
editorial excellence. 

The fact is, this “heartbeat” story is more 
than a one-shot newsbeat for MOTOR. It’s 
typical of the kind of information MOTOR 
gives the men in the repair shops month 
after month. In article after article, MOTOR 


charts the whole industry’s heartbeats— 
showing dealers’ service managers and in- 
dependent repair shop operators what’s hap- 
pening . . . how to work faster .. . do better 
jobs and more profitable business. 

And that’s why MOTOR is growing fast! 
MOTOR’s circulation has climbed to 90,000 
—largest paid circulation in the automotive 
service field—because it gives its readers more 
of the help they want and need! 

It all adds up to more advertising effec- 
tiveness . .. because when readers get more 
from MOTOR, so do advertisers. 


90,000 Eepatiencedsieae—-decuocioet 


85,000 


7 


80,000 


75,000 | 


70,000 ——— i 


Read - ee Phe @ aimed 


1950 1951 1952 1953 


1954 1955 1956 


Because it continually publishes significant articles like this, 
MOTOR’s circulation keeps growing . . . is the leader in the field! 


MOTOR 


J . 2 
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"Can | help it if 
the Daily News 
brings out the 
crusader in me?" 


Judging from the evidence, read-and-run 
readers don't read the Chicago Daily 
News. Among the 600,000 families the 
paper reaches, most of them read-and- 
react regularly. They latch onto Daily 
News projects with proud and successful 
everything from the explosive 
“Misery for Profit,” to the 
annual Chicago Youth Rally. The News 


results . . 
slum expose, 


brings out the crusader in people be- 
cause it’s a paper they can trust. And 
no one appreciates this read-and-react 
audience more than Daily News adver- 
tisers. They always get the response 


they want because— 


The CHICAGO DAILY NEWS 
HITS HOME 


Westinghouse 
Dresses in New 
‘Corporate Image’ 


(Continued from Page 3) 
will have a strong industrial, re-| 
search and “corporate” flavor, with | 
one out of three commercials de-| 
voted to those aspects. Betty Fur-| 
ness will continue to sell appliances | 
in the other spots, but a male an-| 
nouncer will handle the industrial | 
and “umbrella” announcements. | 
He hasn’t been chosen yet, but a 
search has been going on for 
months. 


e As part of the same package, 
Westinghouse has set aside all 
commercial time from its pre-con- 
vention shows for a promotion of 
the electrical utilities’ Housepower 
promotion. During these commer-| 
cials top officials of Westinghouse | 


will introduce local electric utility; prompted directly by the strike. | 


officials who will then cut in on) 
the local tv stations to promote) 
adequate wiring and power. 


e From time to time, a corporate 
pitch about some new engineering | 
development will appear on the| 
“Studio One” tv show too. And the | 
opening of the show has been al- 
tered: Instead of opera glasses, 
roses and other theatrical symbols, | 
“Studio One” will now start by 
panning in a “typical American | 
Family,” who stare at a huge com- 
pany logo while the announcer 
chants, “Watch Westinghouse! ... 
where big things... are happening 
- for you!” | 


e Reine on all this has| 
been a $2,500,000 special print 
campaign—newspapers and maga-| 
zines—which combines product 
selling and “across-the-board” | 


SUPER-TV GIVES PILOT PICTURES OF GROUND 
WITH DAYLIGHT BRIGHTNESS ON DARKEST NIGHT 


ON THE FRONTIERS—This b&w spread, which appeared in May, is part 

of the executive-books side of Westinghouse’s new “brand image” 

campaign. It appeared in Business Week, Editor & Publisher, News- 

week, Time, U. S. News & World Report and Wall Street Journal. 
Fuller & Smith & Ross is the agency. 


company promotion. It was 


The newspaper end, just com- 
pleted, was a kind of teaser cam- 
paign which pushed the Westing- 
house appliance label while waiting 
for goods to get back in production. 

Similarly, a new series of color 
spreads in national magazines will 
emphasize appliance news, but 
with a general, look-what-we’re- 
— -now flavor. Typical head- 
line: “Watch Westinghouse, where 
they’re doing the most wonderful 
| things about [food, weather, color, 


light, etc.].” 

Prime agency in this whole 
|“company spectacular” is Ket- 
chum, MacLeod, which has the 
“corporate” assignment. This in- 
cludes the news magazine and ex- 
ecutive book schedule and the elec- 
tion package, on which it will 
handle production and manage- 
ment, publicity and the “non-con- 
sumer” commercials. 

McCann-Erickson, as consumer 
products agency, will take part 
with company ads which have a 
consumer goods emphasis (it also 


Imprinting_— our specialty! 
Sersen’s 


-- Magarines 
@ Catalogs 
Mail sample for Quotation or Phone us to Call 


IMPRINTING, Inc. ““ssPscks 3-2°°  Guicaco 7 


$ Pelders 


tential. 


1032 Carondelet St. 
New Orleans, La. 


A QUICK GUIDE FOR PLACING 
THEATRE SCREEN ADS 


1. 40-Second, 60-Second, or 80-Second film commercials are 
standard length. Films in natural color are preferred. 


2. One theatre up to as many as sixteen thousand theatres 
may be used during a week. 


3. “A week” means a showing of the film commercial at each 
performance of the theatre for a full week, usually seven 
days, Monday through the following Sunday. 


4. First-run indoor theatres usually have 24 to 30 perform- 
ances during a week with a showing of the film commer- 
cials as a regular part of each performance during the 
full week. 


5. Drive-In theatres usually have 14 performances during a 
wock wilt « Seasins 2 She Sat Seen O° ¢ SGpeee 
part of each performance during the full week. 


6. The audience of a theatre for a week will Mae about 30% 
of the theatre’s adult potential audience. The adult poten- 
tial averages about 75% of the population in the area 
served by the theatre. 


7. The cumulative audience, different people during 
in succession will equal about 60% of the theatre’s potential; 
during thirteen weeks in succession 75% of the theatre’s po- 


8. Bookings may be placed through advertising agency or 
direct by advertiser. 


9. Proof of showing, postal cards signed by theatre owner and 
sent through U. S. 


10. Production of films and distribution of films to theatres on 
a nation-wide basis can be arranged 
mercial producer and distributor as follows: 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


Mail, are supplied on request. 


MAPA 


with one film com- 


six weeks 


70 E. 45th St. 
New York, N. Y. 
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does the Betty Furness convention 


as industrial goods agency, will 
handle industrial and trade adver- 
tising in those cases where all- 
company glamorization is not the 
main point. 


= Westinghouse officials are being 
careful about any long-range im- 
plications in all this. Roger H. Bo- 
lin, general advertising manager, 
admitted to AA that “after years 
of almost-exclusive product adver- 
tising, the company did allocate a 
part of its 1956 budget to so-called 
corporate advertising.” But he 
quickly added that “our first job is 
greatest part of the budget is de- 
voted to product advertising.” 

Others at Westinghouse have 
waxed more enthusiastic, however. 
As one executive, addressing a 
sales meeting, saw just the election 
package: 

“For 13 weeks, the air will be 
filled with fascinating stories about 
Westinghouse accomplishments for 
industry, Westinghouse inventions, 
Westinghouse research, Westing- 
house service to people in areas 
they never before associated with 
our company. Out of it will come 
a brand new concept of Westing- 
house in the minds of millions 
whose opinion of our company is 
more important to us than we 
sometimes think.” 


® To burn this new image across, 
Westinghouse and its agencies have 
been at work for over half a year 
developing futuristic research stor- 
ies. Among the developments 
which will be turning up on print 
and on tv in the next few months 
are these: 


@ The world’s first two atomic 
power plants turning out large 
quantities of usable power (one of 
them is in the Nautilus) were 
built by Westinghouse, and that 
achievement will now get a belated 
fanfare, along with still other 
atomic power “firsts.” 


@ Cypak, a new relay for use in 
automatic controls, will be saluted; 
it will represent one of the first 
promotional forays into the touchy 
realm of automation. 


e A hypersensitive “Cat Eye” 
camera used by the Air Force for 
night reconnaissance will be pro- 
moted; so will a new x-ray movie 
camera which has been found val- 
uable in medical research for 
studying speech deficiencies. 


= There will be plenty of others 
like these, from a company which 
now boasts that it makes “more 
kinds of electrical equipment than 
any other company in the world.” 
And there will be “umbrella” ads 
also—like one which describes 
Westinghouse’s whole engineering 
and research crew as, “9,832 Great 
Minds with a Single Thought— 
How to Help You Live Better.” 

Even formerly-routine new 
product ads will contribute to the 
general glamor with tag-lines like 
“Westinghouse—where 70 years of 
engineering and research have a 
fresh young spirit.” 

An interesting point about this 
new corporate-image approach is 
that it did not start with the recent 
strike. Rather, it was part of an 
ambitious revamping of Westing- 
house’s marketing process which 
began some months earlier. Even 
then, changes were clearly in or- 
der, with sales and earnings hav- 
ing fallen in the first half of '55 
and with a jet engine contract can- 
cellation having given the compa- 
ny some bad publicity. 


= Certainly, though, the strike 
hurried the movement along. Not 
only did it pose an additional 
problem, but its ending presented 
a fine platform for tclling an in- 
terested public what the company 
planned to do next and what it had 


been doing that somehow hadn’t 


gotten mentioned before. 
As it turns out, the 


|image” effort has a function more 
spots). And Fuller & Smith & Ross, |important than is suggested by the 


“brand | 


ra? 0 


$5,000,000 or so it occupies in this 
year’s $32,000,000 ad budget. 

For one thing, it is being used as 
a highly strategic publicity spear- 
head for stirring up not only the 
public, but the company’s own 
personnel and marketing channels. 
For another, its themes and slo- 
gans tend to permeate the rest of 
the advertising and promotion. 


# A slide talk recently given to 
company sales people said it like 
this: “We must remember... that 
our custemers—industry foremen 
and production men, engineers, 
utility line supervisors, distribu- 
tors, contractors, architects—these 
people are part of the general pub- 
lic. They all read the daily paper, 
they listen to the radio, they watch 
television. 


“Thus, the new Westinghouse 


program—the new image—will be- 
gin to take shape in the eyes of our 
customers through the consumer 
products division program.” 


it only takes 


... and for added impact 
use our spot or full color 


oa 
THE GREEN Bay 


PreEss-GAZETTE 
Green Bay, Wisconsin 


PHIL MeCLOSKY, MANAGER 
General Advertising 
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Labels, packaging, displays, brochures, calendars. 
Modern one-stop shopping coorJinates your complete promotion 
program. Planned by creative designers with success 
stories in every major marketing field . . . produced by 
scientific quality control, Bronzing, embossing, 
die-cutting and every sort of varnishing, including 
our exclusive Consol-Lustre. 


Laboratory-testing for scuff and fade resistance. 


Won't it be worth your while to use this 


efficient, one-stop shopping plant? 
Consult Consolidated on your next promotion pian. 


Window, Counter or Merchandising Displays in Light, Motion or Dimension 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Headline of Harrison Story About 


| to what steps you propose to take | his 
to straighten out the very improper | both in New York and Geewhere | 


Advertising Age, June 11, 1956 


|his but merely a question put to!cess with couponing, because they 
|Mr. Japha. Yet, your headline on /are still doing it. Or do you feel 
|the story clearly leaves the casual| incompetence in management is 
|reader with the idea that Harrison what motivates their thinking? 

| favors this approach to selling. | As a counter proposal you have 
| It is my feeling that this is un-| suggested that the savings from 
| fair to Harrison, his relations with | coupon elimination be passed along 
fellow advertising agencies | to the dealer and consumer. 

All things being equal at this 


Agency Commission Disturbs Two Readers |impression this article appears to | and possibly with his accounts — point, would you have any idea 


have created. 


To the Editor: I have read with|misstatements by publishing the | 
interest the article on Page 1 of| fact that my reply to Mr. Harrison Frank G. JAPHA, 
your May 21 issue in regard to|was a hypothetical answer to a| Management Counsel, St. Louis. 
statements made by Lester Har-| hypothetical question. e 
rison of New York and myself at} Mr. Harrison did not propose! To the Editor: 
the NFAA meeting in New York | that agencies bid for accounts on a| 
last week. It appears to me that|10% basis; he merely asked “what/ front page of the May 21 issue: 
the writing of the headline and|if” and my answer was couched in| “Harrison ‘Asks’ 10% Commission 
subhead was aimed more at gain-| the same vein. Bids by Agencies.” 
ing readership than at reporting| If the reader reads deeply|' As a member of the National 
the actual facts. Mr. Harrison has|enough and emphasizes the proper | Federation of Advertising Agen- 
been in contact with me via long| words in the statement attributed | cies, I was present at the session 


I read with 


amazement your headline on the 


| prospects. how the manufacturer should pro- 

As a member of the NFAA, I) ceed from here to induce new cus- 

was honored by the presence of|tomers, or is it your theory that 

your reporter but I must say, I re-|for every drop of rain a flower 

gret the manner in which the story | grows? I am sure manufacturers 

of our convention was reported. | would favor a more practical ap- 
Arnotp Z. Rosorr, _ proach. 

Arnold & Co., Boston. | Point four which I would like 
| Sorry if the headline misled|to challenge has reference to the 
anyone as to Mr. Harrison’s ques-| manufacturers, dealers and con- 
tion; as far as Mr. Japha is con-| sumers benefiting by the elimina- 
cerned, it does not seem to us that | tion of coupons. 


distance telephone and is seriously 
disturbed by the way in which his 
comments were reported. I have 
had experience with such report- 
ing in the past and perhaps I can 
face it with greater equanimity. 


to me in the text, I do not believe} when Mr. Harrison posed his 
the damage is done to me except! question to Mr. Japha. Mr. Har- 
that the statement in the subhead |rison’s entire tone, I believe, indi- 


implies an attitude which simply | cated it was a question on his part | 


is not so. In Mr. Harrison’s case,|and nothing more. Even later in 
|it seems that the damage is much/ your article your reporter writes 


I think it only proper that your more serious. |that Mr. Harrison stated to him 
publication make amends for these! I would like to hear from you as/ that the view was not necessarily 


A. J. Goetz, sales manager, and Fran X. Goetz, general manager, 
GOETZ BROTHERS BROKERAGE COMPANY, Seattle, Washington 


Fran X. Goetz says: 


“It's a mistake to consider Seattle 
and Tacoma as one big market 


-...... they are separate and distinct” 


“Experience has taught us that the Puget Sound area is not one big market. 
We've learned there is a Seattle market and there is a Tacoma market. 
And promotions in the Seattle market simply do not influence buying in 
the rich Tacoma area. 

“For these reasons, we always ask for localized coverage in the Tacoma 
market... which means advertising in the Tacoma News Tribune, as well 
as in the Seattle newspapers.” 


NOW... 


The circulation of the 
Tacoma News Tribune is 


MORE THAN 83,000 


City Zone Coverage . . 91.1% 
Metropolitan area . . . 89.1% 


60% 


of Washington State's 


INCOME 


in these two 
important markets 


Represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 
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his position was misstated, either | 
|in the headline or the text. Calling 
|the commission “mostly unfair” 
jand asserting that it is or may be 
“too little for the small agency, too | 
much for the large,” 
the circumstances to justify the 
| headline writer’s conclusion as to 
Mr. Japha’s attitude. 


Challenges Mott on ‘Waste’ 
|of Grocery Couponing 


seems under | 


A previous paragraph in my let- 
ter covers the manufacturers and 
their continued use of couponing. 
The dealer recognizes that coupons 
increase store traffic, and buying 
not only the items couponed but 
other items as well. The consumer 
likes and uses coupons because of 
the savings offered, which in turn 
make more money available to 
purchase additional items. 

Surely, none of these are cardi- 
nal sins that would justify coupon 


__ To the Editor: In your May 7 is- | elimination, but, instead, are justi- 
sue, you printed an article cap-| fication for the continued use of 


tioned, “Ad Coupons Are ‘$150,- 
000,000 Waste’ in Grocery Selling, | 
SMI’s Mott Says.” We take issue | 
| with Mr. Mott, as indicated in the 
hares open letter. 

7 

| An Open Letter to Joseph P. 
| Mott: In my some 30 years of ex- 
|perience in the direct advertising 
| field, I cannot recall any merchan- 
'dising tool in the food field that 
‘has become more of a controversial 


|reported] in the May 7 issue of | 
| ADVERTISING AGE bears out my | 
| thinking. 

Many supposedly well-informed | 
persons in the food field, such as| 
| yourself, have prescribed the pan- | 
|acea to relieve coupon headaches 
| (so-called), and summed it up 
| simply in one word: “abolition.” 

Fortunately for research, how-| 
ever, the aches and pains of cou-| 
poning have been thoroughly an- | 
alyzed, and irrespective of any 
ailments, couponing is here to stay | 
for one simple reason—it gets re- 
sults faster from the consumer | 
than any other type of merchan- 
dising medium. 

It is true many grocers will con- 
cur in your thinking that coupon- 
ing is guilty of heresy and should 
be burned at the stake, but, be- 
fore you strike that match, allow 
me to remove a few of the twigs 
that have been thrown on the 
heap before they are transformed 


| into a pile of ashes. 


First of all, you mentioned that 
nearly 50% of the operators at the 
checkout no longer require the) 
consumer to justify each coupon. 
That is exactly as it should be, or 
is it your insinuation that the ma-| 
jority of people are dishonest and 
must be policed? 

There is conclusive evidence that 
inherently Mrs. Consumer is hon- 
est and that approximately 96% 
who redeem coupons will decide in 
the home and not in the grocery 
store if they intend to properly re- 
deem the coupons. The unscrupu- 
lous consumer is really not an im- 
portant factor in my estimation, 
| and even this percentage would be 
curtailed more so if dealers re- 
| frained from posting signs encour- 
| aging coupon redemptions for cash. 

Your second comment that I 
| wish to challenge questions manu- 
facturers’ benefiting from coupons, 
and, therefore, why continue to 
use the practice. 

Obviously your statement was 
|based on wishful supposition, since 
who is better qualified to deter- 
mine the results derived from cou- 
poning than the manufacturer? 
Surely, in 30 seconds’ time you can 
think of a number of companies 


which apparently enjoy some suc- | 


| change, 


coupons. 

My last comment pertains to 
what you consider a major con- 
sumer complaint because of delays 
at the checkout stand. 

I am not sure here if you are re- 
ferring to the person actually re- 
deeming the coupon or the con- 
sumer who follows in the line. If 
the former is what you had in 
mind, my only answer is: If the 
consumer really felt this way 


), |issue than couponing. Your [speech | about the coupons, why then even 


bother to redeem them? Surely, 
coercion was not exercised. If, on 


| the other hand, you are thinking 


about the consumer who is delayed 
because of another redeeming her 
coupon, then what about the con- 
sumer who buys 90¢ worth of gro- 
ceries and presents a $20 bill for 
or writes a check and 
sometimes necessitates delays in 
securing approval? To speed up 
traffic, wouldn’t it be proper un- 
der your theory to make it man- 
datory for everyone to present the 
correct change at the checkout 
stand? 

To sum up all of this, we recog- 
nize there are certain weaknesses 
in couponing, as are there weak- 
nesses in all advertising media, but 
none of the points has been briefed 
in your comments. The only direct 
solution as I appraise it is for man- 
ufacturers and important individ- 
uals, such as yourself, who are di- 
rectly related to the grocery trade, 
to sit down and really make a re- 
alistic attempt to resolve many of 
the points at issue. To denounce 
couponing “because my Dad says 
so” is not making an earnest at- 
tempt to work out a proper solu- 
tion. 

Let us, therefore, revert to fun- 
damentals and strive to make cou- 
poning a winning combination to 
all concerned. 

Jack HEcurt, 

Western Empire Direct Adver- 

tising Co., San Francisco. 


Agrees with Cone on His 
Ad Refusal Idea 

To the Editor: We were most in- 
terested in the suggestion by Fair- 
fax Cone, president of Foote, Cone 
& Belding, in ApverTistnc AGE 
that newspapers should refuse to 
run some advertising schedules on 
the ground that the advertising 
would not help a company or prod- 
uct. 

We find ourselves getting more 
and more involved in this matter 
of whether an ad will do its job. 
An ad that fails does us so much 
harm—its effects are so _ far- 
reaching—that we would almost 
rather lose it before it runs than 
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afterward. The trouble is that, of, pens to be the advertiser, the the American Tra 
| client—the guy who pays the bills! 
that it is difficult to know for cer-| Where and how does this problem healthful to repr 
tain that an ad will fail, whatever | 


course, advertising is so intangible 


its apparent shortcomings. 
However, there are cases where 


resolve itself? 


the big advertising agencies do not 


| ATAE bulletin th: ° 
I would like to point out that/| 1,700 association 


e Assn. Execu- 
at it would be 
luce it in the 
reaches about 


les . 
|tives suggesting t 


tion of this statement. 
WALTER N. PLavut, 
| Vice-President, Lehn & Fink 


| 
| 
| 
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We would appreciate a correc-|correct this misstatement in your 


| article. 
W. H. McMokrow, 
President, Waltham Watch Co., 


a publication’s duty is clear. For | create this problem. It is rampant 
example, last year after Arkansas’|}among the middling and small 
fruit crop was frozen out, we sug- agencies. 


gested to U.S. Rubber Co. that they 
cancel an ad on their fruit tree 
fungicide, Phygon XL—which they 
did. 


We have been suggesting—some- 
times to the annoyance of a com- 
pany or agency, I’m afraid—that 
they emphasize a certain point 


I give this provocative problem 
to you, and I hope you will present 
it to your readers with the four 
qualities of ethics, morality, justice 
and legality involved! It is becom- 
ing daily more serious! 

FrEDERIC Kocos, 
Publisher, Apparel Manufac- 


the Lips as Lypsy! 

To the Editor: 
issue of ADVERTISI: © AGE, you ran 
an article on the s: utting down of 
Ruthrauff & Ry .’s Canadian 
agency in Toronto 


In this article, y°. indicated that 


'n the April 16| 


Waltham Is Among the 
Jeweled-Watch Makers 

To the Editor: The article in 
your May 21 issue regarding the 
American Watch Industry men- 


xecutives. Products Corp., New York. Waltham, Mass. 
SAMUEL 5. SHAPIRO, Lehn & Fink is correct. The error | a ~ . 
Manager, Linen Supply Assn. | is the result of an overeager copy- | Texas Market Study Will 
of America, Chi: go. 'reader’s editing of Lypsyl, a well-| Gey Under Way This Fall 
e ad . en product in Canada for| To the Editor: I think we were 
Lysol Is Not as Good for chapped lips, to Lysol. la little bit premature in announc- 


|ing a market study for Port Arthur 
|... We are getting many requests 
| for a copy of that particular study, 
| which you announced in your May 
|7 issue of ADVERTISING AGE. 

| This will be a brand usage and 
audience study sponscred by Texas 


with reference to their product} turer, New York. 
which we consider to have validity e e e 
for our farmer readers. Reprints ‘Justified Satire’ 
We can’t say that we have the To the Editor: Your May 14 is- 


this agency hand] 
ing for Lysol disin 
Lysol was a prod 
Lever Bros. 

This statement 


courage yet to actually turn down : 
a major schedule solely because sue had a most amusing article 


we thought it is poorly planned— 
still, Mr. Cone’s point of view is 
right, we think. 
Victor K. Ray, 
Editor, Arkansas Farmer, Lit- 
tle Rock. 


Conventions.” Our congratulations 


satire on our cliches. 


on “The Cliche Expert on National | two respects, since 
manufactured, so)‘, 
to Owen E. Lyons for his justified |Fink Products Co: 
and by Lehn & Fink (Canada) 

We would appreciate permission |Ltd. in Canada. 
to use Mr. Lyons’ article in our|agency on this account is Spitzer | for the Defense Department. 
News Letter. Also, I am writing to' & Mills Ltd., Toronto. 


was incorrect in 


i the advertis-|tions that Waltham at present is| Daily Newspapers Assn. and con- 
ctant, and that|not turning out a jeweled watch ducted by an independent organi- 
t belonging to line. |zation. While we have signed up 
For your information, we wish|for this study, actual field work 
to advise that Waltham is, and has| will not be done until late summer 
Lysol is owned,|been, manufacturing men’s and/or early fall. Any correction you 
by Lehn &' ladies’ jeweled watches for the | can give us will be greatly appre- 
p. in the U.S. | civilian market in addition to its |ciated. 
manufacture of several types of | 
he advertising aircraft clocks and wrist watches 


A. D. TRAHAN, 
National Advertising Manag- 
er, The News, Port Arthur, 
Tex. 


It will be appreciated if you will | 


Cadillac to Jaguar 
for Canon Camera Ads 

To the Editor: In regard to your 
article and illustration on Canon 
Camera’s new “Snob Appeal” cam- 
paign (AA, May 14): In 1951 we 
placed an introductory full page in 
Popular Photography for the then- 


clo you wish you had... %., 
- 
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THIS TWIN’S MOM HAS THE 


Hi-lex: HABIT 
ON WASHDAY! 


exclusive U.S. importer of the 
camera (see proof). It’s good to 
see the progress made since then: 
from a 1951 Cadillac to a 1956 
Jaguar. 
Rospert L. PICKERING, 
Robert L. Pickering Advertis- 
ing Agency, Oakland, Cal. 


New Problem Posed by Bids 
for Boost in Commission 

To the Editor: I would like to 
expose a situation to you, and have 
you re-expose it to the advertising 
and publishing fraternities at large, 
so that we can at long last obtain 
and evaluate the ethics, the moral- 
ity, the justice and the legality of 
the situation. 

Since the settlement of the gov- 
ernment anti-trust suit involving 
publishers and advertising agen- 
cies, I have received several tele- 
phone calls from advertising agen- 
cies making the same proposal to 
me as follows: 

“If you pay us a 30% advertising 
agency commission, we will place 
a regular schedule with you for) 


THIS TWIN 


READS THE 


DISPATCH-PIONEER PRESS 


From diapers to dungarees . . . from slips to slip covers . . 
the St. Paul housewife wants her white washables white . . . 
and her colors bright! And for tens of thousands of these 
housewives, a pinch of powdered Hi-lex Bleach is a washday 
habit. Among St. Paul’s powdered bleach buyers, the Hi-lex 
preference rating has hurtled up to 66.597, according to the 
1956 St. Paul Consumer Analysis Survey! What's the Hi-lex 
formula for getting picked off the grocer’s shelf? A con- 
sistent, hard-hitting advertising campaign in the St. Paul 
Dispatch-Pioneer Press! 


Powdered Bleach Brand Preference in St. Paul 


BRAND 1956 1955 
MEME te Sivdcesd>« 66.5% 56.2% 
Gee. hoes Cs a8 en 11.3 16.6 
OD Bier rks 11.2 14.2 


Is YOUR product cleaning up in the St. Paul “half” of the 
Twin Cities market, too? Find out just how it rates in the 
1956 St. Paul Consumer Analysis Survey . . . an exhaustive. 
eye-opening study of the brand preferences and buying habits 
of the 446,300 people who spend almost $564 million a year 
in retail sales—and who turn to the Dispatch-Pioneer Press 
as their buying guide. Contact your Ridder-Johns repre- 
sentative or write, using your company letterhead. to Con- 


sumer Analysis, Dept. B. 


our client.” 

Now as you know, in these days 
of higher costs of all types, pub- 
lishers can hardly pay the 15% 
agency commission. The publishing 
rates are simply increased by 
172g% to accommodate the 15% | 
commission of advertising agencies. 

For publishers to give higher ad-| 
vertising agency commission would | 
be suicidal unless they increase ad- 1 aS 


DISPATCH 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 


vertising rates by so much more. 


NEW YORK - CHICAGO - DETROIT 


NEWSPAPER 


Increasing rates also becomes sui- 
cidal. When you increase rates 
simply to accommodate the adver- 
tising agencies, you will be fleec- 
ing the guy in the middle who hap-_ 


a? a 


EER PRESS 


SAN FRANCISCO -.LOS ANGELES 
ST. PAUL -’MINNEAPOLIS 
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Dear Sit? 

You ha 

This very 
et P 


x 
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_., w mS + 
9 S. State Ha, 7-1991 
if you have GUTS... 


| 
and really want a challenging job in city | 
of 40,000 in the real West, can write solid | 


copy, produce rough layouts and create 


sell advertising for radio, direct mail, | 


newspapers, TV, billboards, trade and 
consumer magazines you may be inter- 
ested in this small agency. We have ex- 
perienced steady, hard-earned, fast growth. 
so gioamor job, we work every aay (and 


many nights) to give our clients an hon- | 


est dollar’s worth of advertising and pro- 
motion. If you're interested, we offer you 
initially $400-500 per month, quarterly 
bonus and a chance to really show your 


creative ability. If you like to really work | 


hard you'll increase your income. . .even 
work into partial ownership. If you feel 
this makes sense contact 
Bill Douglas 
Douglas Advertising Agency 
Rapid City, South Dakota 
P.S. We'll answer all replies. 


Creative Man for leading point-of-sale 
ce ne ges 


to 
service 
-rowen and 
ontimed 6 


vertising Age help you with your 
advertising personnel problems . . It wor 


Advertising Age, June 11, 1956 


THE PEACEFUL ATOM 
promises to keep food fresher — longer 


There is a nuciear sentist who demon- 
Strates ator food preservavon «ith 
two mne-month old potatoes carned in 
hes brief case. Preserved by nuclear 
urradhabion, the potatoes are white, firm 
and tresh ready to cook and cat: Scien 
usts wivestigating the stomne preserva 
ten of food Rave good evidl once 
the food industry ia tre futer 
Many Meats, truss 
er foods . without 
refngeration 


product we une 

drugs have 

because heat tends to « 

potency. Now, penicillin < 

bon stented after packaging t 1 
nate costly handing precautions 
without any loss of effectrveness Atomic 


Mehing atewer 
sumption prebiems and 
better methods at 
Certain plastics hav 
by wradiation Irradiated plastic b 
hotties du aot met m ordina 
State Street Atoms. Armin 
Foundation, one of the work 

och organizer 

or on State Strect, a few 

wm Chicago's Loop. hh was 

designed and built by Arowns Inti 
NaTiona: — a divisor of North Amer 
can Aviation, lac.— whose physicists 


Screntist sc 
nuclear predictions Avan actor 


and engincers have pwncered m peace 

tome applications of nuclear energy Dr 

Richard F. Humphreys. Manager of 
Physics at Armour, im charge of the 
reactor factity According to Dr. Hun 
preys, “the reactor can be of asustance 
Lo most of the nation's major industries 


ton’ Armour is currently working on 
research programe fo many of these 
todustrics. lis growing group of partich 
pating companies «ili Nave “wme wih 
the reactor free of amy security restric- 
tons - for private studies 

A Nuclear Axe. Phe Armour reactor, 
like at! other reactors is a precisely con- 
trolled atom-spirtting machine When » 
uranium atom i spit. it produces heat 
Neutrons and gemma rays. Armour’s 


De Ricwa 


program will utihve the aeutroms and 
The reactor is al parti 

for Creating radhonotopes 

nk ¥ Cummmen che 

ve by bem 

ma reactor. it 

of such tracers 

wiry ome hundred 


The Armour reactor weil be the heart 
of several aress of study” sterilization 
of foods and drugs; the structure of 
plastics. rubber and amular materms 
the avt-underttood dructure of glass 
and ceramnas. to clear the way for devel 
opment of materials wuh improved 
Propertres, the nature of fnctian which 
vould produce sew lubricants. 


wg more than 1000 peopte espectally 
tramed on thr rmpertant field, Aroma s 
INTERNATIONAL & 


construction. ATOMICS INTERNATIONAL 
has designed and wit! build for a prom- 
iment southern California univer- 
sity’s Mesical Center the first nuclear 
reactor devoted to cancer and other 
medical research and treatmem. In the 
power field, Atomics IN rranarionat 
is now working on plans for the new 
75,000 KW power reactor for the Con- 

District of 


kxhum Reactor Expenment located in 
the Santa Susana Mowntans about to 
miles from Los Ange 

operation thes ar. producing #! 

for a TS00 KW electrical pe arr 


or help in any phase of reactor 
development, cither for research oF 
power prxtuction, Aromics Iwtrana- 
TIONAL 1s technically equipped and 
staited tw help you Aromas Intex 
NATIONAL welcomes your imquiry 
whether vou need preiminary consul 
taven or a ready-to-run, completely 
engineered and buili rea tor faciity om 
thes country of shroad. Please write: 
Applications Engineering Service Dept. 
T-t. Aromics Inrennariowas, P.O. 
Box 109, Canoga Park, Califorma 


wn research, developmest, and produc- 


wm the Los Angeles metropottan area 


Gy) ATOMICS INTERNATIONAL 


} a 


oF 


PIONEERS IN THE CREATIVE USE OF THE ATOM 


FISSION VISION—This ad for Atomics International, a division of 


North American Aviation, appeared in specialized and “executive 


magazines as part of the company’s effort to establish its name 
in a field which itself is still barely established. The ad, which 
tells the story of the reactor Al built for Armour Research Founda- 


tion, Chicago, is part of the series 


handled by Batten, Barton, Dur- 


stine & Osborn, Los Angeles, North American’s agency. 


Atomics International's Ads Build 
Identity in Hush-Hush Growth Field 


CANOGA ParK, CAL., June s— 
Atomics International, a division) 
of North American Aviation, has 
launched an ad campaign in gen- 
eral business and news magazines 
and technical publications to es- 
tablish its name as a leader among 
privately owned nuclear compan- 
ies in the field of peaceful uses of | 
the atom. 

The company has a background | 
of 10 years in nuclear energy, but| 
was a department of the parent) 
company until last October, when 
Atomics International was formed | 
as an independent division. 

Identification in the nuclear 
field is the primary objective of 
the ad campaign. Application of 
the atom to peaceful uses is in its 
early stages, and potential users of- 
ten don’t have too good of a notion 
of what companies are in the field. 
More than 200 companies report- 
edly are ready to do business in 
one phase or another of nuclear 
application in industry. 


® Although the “peaceful atoms” 
business is not yet on a profitable 
basis, it is anticipated the industry 
will be firmly established and in 
the black within five to 10 years. 
Thus, the objective of companies 
in the field is to get themselves 
established in the minds of busi- 
ness men so they can reap the an- 
ticipated future harvest. 


| specializes in nuclear reactors and 
lequipment design, development 


|ally furnishes one or both of two 
ltypes of usable energy: (1) Heat 


Without getting technical, it 
can be said Atomics International 


and construction. A reactor basic- 


for steam or industrial heating or 


| (2) radiation for a wide variety 
| of medical and industrial purposes, 


many of which are in the experi- 
mental stage. 


From this it can be seen that 
nuclear applications in industry 
are virtually unlimited and cut 
across almost all industries. Apart 
from this, a nuclear reactor and its 
by-products have a virtually un- 
limited potential of use in the 
field of pure research. 

Since the consideration of nu- 


Sales Idea #4 by PIONEER 


Qualatex 
ADVERTISING 
BALLOONS 


imprinted 
with your message 
as give-aways 
at conventions 


Other Popular PIONEER 
UPER Ebonettes 
E aDn 

Roliprut Surgical Glo 
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clear energy and purchase of re- 
actors costing from a few thousand 
dollars to several million is ob- 
viously at the executive level, 
Atomics International explains, it 
is using U. S. News & World Re- 
port, Wall Street Journal, Time}! 
and Newsweek. Trade and techni-'| 
cal ads in some 20 publications 
cover the same subjects in a more 
technical manner. The schedule | 
calls for one b&w page in each | 
publication every six weeks. 


lengthy copy and pictures. Each| 


ics International has done or is 
working on. For example, the 
opening ad in February told about 
the first private nuclear reactor 
for industrial research, which is | 


now being installed at Armour | | eration, all advertising is planned, | trial designer, 430 Park Ave., New- 
| budgeted and executed by North 
plus additional) American Aviation, under direc- 
laboratory facilities| tion of H. G. Tibbet, supervisor of 


Research Foundation, in Chicago.) 

This reactor, 
equipment, 
and associated requirements, will | 
cost about $700,000. A total of 19 
companies will share its use with 
the foundation and will contribute 
$20,000 each toward the initial 
cost. The roster of participating 
companies clearly reveals the 
widespread interest in peaceful 
use of the atom. 


® They include Armour & Co., Aro| 
Equipment Corp., Ball Bros. Co., 
Borg-Warner Corp., Clark Equip- 
ment Co., Dewey & Almy Chemi- 
cal Co., Elgin National Watch Co., 
Eli Lilly & Co., General Portland 
Cement Co., Gustin-Bacon Mfg. 
Co., Illinois Tool Works, Inland 
Steel Co., M. W. Kellogg Co., Kim- 
berly-Clark Corp., Ohmite Mfg. 
Co., Richardson Co., U. S. Steel 
Corp., Universal Oil Products Co., 
and Victor Chemical Co. 

While the ad does not list these 
companies, it does point out the 
nature of the work planned by 
saying, “The Armour reactor will 
be the heart of several areas of 
study: Sterilization of foods and) 
drugs; the structure of plastics, 
rubber and similar materials; the 
not-understood structure of glass 
and ceramics to clear the way for 
development of materials with im- 
proved properties; the nature of 
friction—which could produce 
new lubricants.” 


s A Starch report on this ad in the 
Feb. 6 issue of Time revealed what | 
Atomics International executives | 
feel is a “phenomenal readership 
for so much copy.” The ad was) 
rated third in the “most read”) 
category. 

Other ads now running or plan- | 
ned will follow the same principal | 
of packing in as much information | 
as is possible about the peaceful 
atom. In addition to the Armour 
reactor, Atomics International has 
completed two for Atomic Energy 
Commission use and has contract-_ 
ed to build reactors for the Uni-| 
versity of California at Los 
Angeles medical center, and the 
Atomic Energy Research Institute | 
of Japan. 

Two other North American di- 
visions also hint at the shape of 
things to come. They are Rocket-| 
dyne and Autonetics, which also_ 
were established as divisions in 
October, °55. Rocketdyne manu- 
factures large liquid-propellent 
rocket engines; Autonetics makes 
automatic systems. 

The problem of establishing the 
names of these two companies is 
similar to that facing Atomics In-. 
ternational. At present they are 
pioneering new fields that are mil- 
itary in nature. 


® All three divisions have nearly 
identical schedules in the same 
publications, except that Rocket-. 
dyne and Autonetics also use| 
schedules in military books. All 
three face the problem of security | 
restrictions on what they can say 
about their products or facilities. 

Although the three companies 
are essentially independent in op- 


| JUNKED—Schick’s recent “We-want- 
All ads are characterized by 4a-million-old-razors” trade-in pro- 
small 
ad is devoted to as complete a| mountain of them. Schick offered | 
story as possible about jobs Atom- | a $7.50 allowance for any old ra- 
zor—blade or electric—on the pur- 
chase of a new Schick 25. Warwick | 


motion brought in _ this 


& Legler is the agency. 


advertising and display. 


Batten, Barton, Durstine & Os- tion of a newsletter called “De- 
born, Los Angeles, is the agency. 


Keystone Adds 18 Affiliates 

The Keystone Broadcasting 
System has added 18 affiliates, 
bringing its total 
1890. The additions are WEDR, 
| Birmingham; = Thomasville, 
| Ala; KAGR, Yuba City, Cal.; 
| KHIL, Fort Luptor Colo.: WAPG, 
Arcadia, Fla; KJCK, ‘Junction | 
City, Kan.; WGHM, Skowhegan, 
Me.; WSUH, Oxford, Miss.; KDEX, 
Dexter, Mo.; KPTL, Carson City, 
Nev.; WJWG, Conway, N. H.;| 
WCRE, Cheraw, C.; KGFX, | 
Pierre, S. D.; WORM, Savannah, 
Tenn.; WTIP, Charleston, W. Va.; 
KRTR, Thermopolis, Wyo.; KGOS, 
Torrington, Wyo.. and KWOR, 
Worland, Wyo. 


| 
| 


Designer Publishes ‘Brandmark’ 
Lippincott & Maéergulies, indus- 


York, has published a 40- |-page | 
booklet, “Designing a Brandmark | 
for Today’s Marketing.” The com- | 
pany also recently started publica- | 


| 
| 
| 
| 


| sign Sense.” 


sales manager of KNX, Los An- quarters 
nembership to|geles, and the Columbia Pacific been in the KNX-CPRN sales de- 
|Radio Network, has been named partment since 1953 
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Fulton Wilkins Promoted leastern sales representative of the 
Fulton Wilkins, assistant general station and network, with head- 
in New York. He has 


Sales Management <4 
1955 Estimate 


the Sioux City newspapers 
by more than 300,000 daily readers 
throughout the rich 46-county Sioux- 
land Market Area. 

You Do . . . Because 
you can expect gratifying sales re- 


The Stour Cita ‘Dourmal/ 
JOURNAL-1 TRIBUNE | 


Pia « aaa ; ' AL REP. JAt 


her e’s no busine® 


_ \ike show busine.., 


for MORE business... y ¥ 


POTLIGHT .“ 


your products 
with... 


feature label. 


“You ain't seen nothin’ ”’ 


Pes Saute anes 


ww ies SE 


remove when necessary. 


KLEEN-STIK PRODUCTS, INC. 


7300 W. WILSON AVENUE 


Ever thought about Roll Labels? Special dispensers 
and pressure-sensitive roll labels save time and 
money for any volume labeling job. Your roll 
label printer will supply you with exactly what 
you require. Ask him. 


* CHICAGO 31, 


. until you see what easy-on 
KLEEN-STIK Labels can do for your products, your 
business! It's the proved way of attracting and selling 
audiences at the point of sale. Large or small, almost any 
product becomes a star sales attraction when enhanced 
with a Kleen-Stik brand identification or sales-stimulating 
They stick tight almost indefinitely, yet 


FREE rest-sr-voursevt xit 
Test pressure-sensitive labels 
on-the-spot in your own plant, 
Write today! 


ILLINOIS 


Pioneers in Pressure Sensitives for Advertising and Labeling 
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AND ILLUSTRATIONS @ 
e ht RI FOR FAST LAYOUTS 
There's nothing like the monthly Clipper for 
fast layout in emergencies. BIG NAME firms 
that you know depend on the Clipper for Clip- 
Art. Free sample. No obligation. Address. . . 
MULTI-AD SERVICES, INC. 


Box 806M Peoria, Illinois 


‘Pest Control’ Names Reps 

Pest Control, Cleveland, has ap- 
pointed Macintyre-Simpson & 
Woods, Chicago, its advertising 
representative covering seven mid- 
western states. Theodore Riede- 
burg is the new representative for 
the New York City area. 


MOST LIKELY 
PRODUCTS YOU PUSH 


are used in the industry that’s really boo-oo0-ming . . . 
AIR CONDITIONING-REFRIGERATION. Reach its key 


execs—-the engineers who 


the magazine they own an 


ING ENGINEERING. 


cify purchases—through 
publish—REFRIGERAT- 


Published by Members of The American Society of 
Refrigerating Engineers, 234 Fifth Avenue, 
New York 1, N. Y. 


REFRIGERATING 


“TEN GINEERING von: 


Bulova's Pleased 
But Surprised at 
Hotpoint Ad Plug 


(Continued from Page 2) 
let you know if anybody here 
knows anything about it.” 

No one did. 

This is how it all started: One 
Hotpoint ad showed a young fam- 
ily of six (seven, including the 
| Schnauzer) with a caption saying, 
“Everything they’re wearing (yes, 
everything!) can be perfectly 
washed in a Hotpoint.” 

Within a few weeks, Hotpoint 
|received about 300 letters, from as 
|far away as England. 


|@ No letter writer mentioned the 
lclothes. Washability of modern 
| fabrics is apparently well accept- 
led. Nor did anyone question the 


x | SUNCLOTHES 
BY JANTZEN 


/ 4 
a 


rt 


area covered 


rich Puget Sound 


O03 ‘ of the following major cities in its 
* a — contour: 
— ®@ Seattle @ Tacoma @ Everett 
ee ee 
HALF of the population of @ Bremerton © Olympia 


Washington State and accounts 
for OVER HALF the retai! sales 


of the state. 


Sea 


= ee ane : 
' BS Television for Seattle 
Tacoma, and the Puget Sound 


316,000 WATTS 


Antenna height, 1000 ft. above 


sea level 


pond silbes 


. .. and more than 2 million 
people live in the ENTIRE 


. . . what's more — 


Only KTNT-TV has all five 


Of all the television stations in the 


State, ONLY KTNT-TV covers all five 


‘area CHANNEL ELEVEN 


~ come AN 


by KTNT-TV 


area of Washington 


. 


BASIC 


4 +i. 


i by 


WEED TELEVISION 


Py 


Kverything thie farnily me woanrnsd 


can be Perfectly washer in @ 


“ 
Pvery ctaye a ix dkbes with 


(yes everything!) 


Hotpeant. 


Hotpoir it SS 


EVEN THE WATCH—The watch on father’s wrist is no oversight, ac- 
cording to Hotpoint, which received some 300 letters about the 
washability—even in a Hotpoint—of a wristwatch—even a Bulova. 


shoes, because except for the little 
boy’s washable canvas shoes, no 
shoes showed in the layout. 

But the wrist watch on father— 
that did it. 

“Who goofed?” wrote a woman 
in Waterford, Conn. And from 
Basingstoke, England, came an in- 
sistent inquiry from a gentleman 
who wondered, “Might I possibly 
ask the name of the watch that the 
father of the family has on?” While 
from one of California’s leading 
colleges, collective puzzlement was 
expressed when a professor wrote, 
“The advertising class wondered 
if this was an oversight.” 

In turn, Hotpoint answered all 
the questions with: “No one 
goofed. The watch was a Bulova, 
and it was anything but an over- 
sight.” 

A housewife in San Francisco 
hoped the ad would bring about a 
feud between the watch cleaners 
and the laundry unions. “I’m real- 
ly puzzled,” she wrote. 


= “My watch is badly in need of 
a good cleaning,” wrote an Erie, 
Pa., woman. 

Of considerable interest was the 
apparent unwillingness of many 
letter writers to admit that such a 
thing as a waterproof watch exists. 

Neither D. D. Thompson, mer- 
chandising manager of Hotpoint’s 
home laundry department, nor 
Cc. B. Jones, vp and account ex- 
ecutive with Maxon Inc., Chicago, 
will admit to “planting” a water- 
proof model. 

“However,” Mr. Thompson said 
in his reply to all letters, “it was 
the same model of Bulova that 
was sent crashing over Niagara 
Falls strapped to a floating ball 
and also dragged under water skis 
from Nassau to Miami Beach.” 

At Bulova, the satisfaction was 
apparent. 

“It’s nice knowing 
thought of the Bulova Clipper is, 
a spokesman said. 

The company said it has no 
plans immediately for using the 
idea in its advertising. 


NY Sales Execs Elect Fox 

John M. Fox, president of Min- 
ute Maid Corp., has been elected 
president of the Sales Executives 
Club of New York. Other officers 
elected are John W. Hubbell, vp, 
Simmons Co., Ist vp; Philip J. 
Kelly, vp, Calvert Distillers Corp., 
2nd vp; Robert S. Larkin, director 
of sales promotion, Philip Morris 
Inc., secretary, and Joseph D. Ard- 
leigh, exec vp, Research Institute 
of America, treasurer. 


how well 


” 


Hennigan Joins Kennedy 

Edward A. Hennigan has been 
appointed to the creative and ac- 
count service departments of J. H. 
Kennedy Advertising, Chicago, 
succeeding the late James H. Ken- 
nedy. Mr. Hennigan had worked 
for the agency once before—he 
started his career in advertising as 
an assistant to J. H. Kennedy in 
1945. He returns to the agency 
from Symonds, MacKenzie & Co., 
Chicago. 


| 
‘Two Guys’ Retail Chain 
|Enjoined by Toastmaster 
| The Two Guys from Harrison 
retail chain has been enjoined from 
selling Toastmaster toasters below 
fair trade minimum prices. The 
final consent judgment was signed 
|in the superior court of New Jer- 
sey, Passaic county. The decree 
provides that the chain be “per- 
manently enjoined and restrained 
from advertising, offering for sale, 
or selling at retail, Toastmaster 
products at prices less than the 
minimum retail resale prices es- 
tablished by McGraw Electric Co.” 
Two Guys from Harrison will 
continue to merchandise Toast- 
master products. 


Deakin to British Caterpillar 

G. Geoffrey Deakin has been 
named marketing manager of Cat- 
erpillar Tractor Co. Ltd. U.S. Cat- 
erpillar is expanding its British 
subsidiary to include a factory at 
Glasgow for the manufacture of 
Cat crawler tractors. As marketing 
manager for British Caterpillar, 
Mr. Deakin will be responsible for 
advertising, sales promotion and 
press relations. He formerly was 
advertising and publicity manager 
of the Marshall Organization, 
which includes Fowlers of Leeds. 


Toronto Adclub Elects 

Officers of the Advertising & 
Sales Club of Toronto for the 
1956-57 season are A. William 
Archibald, sales manager, Feed di- 
vision, Toronto Elevators Ltd., 
president; James R. Knox, adver- 
tising representative, Maclean’s 
Magazine, ist vp; Duncan G. 
Grant, Ontario sales manager, E. 
B. Eddy Co., 2nd vp; G. Hector 
Hudson, divisional manager, R. L. 
Crain Ltd., treasurer, and W. H. 
Reid, general manager, Spitzer & 
Mills, secretary. 


Doughboy Boosts Hostvet 

Dale Hostvet, formerly a mem- 
ber of the public relations staff, 
has been named advertising man- 
ager, a new position, of Doughboy 
Industries, New Richmond, Wis. 


BACON gets CLIPPINGS 


@ Make sure you get all published 
items about your or your client’s 
business each month. Bacon’s 
Clipping Bureau regularly clips over 
3,240 publications for over 1,000 
clients. Approximately 100,000 
clippings sent out per month, from 
business, farm and consumer pub- 
lications. An invaluable service to 
ad managers, agencies, publicity 
and public relations men, research- 
ers and others. Write for free 
booklet No. 55, “Magazine Clippings 
Aid Business.” 

FOR BETTER RELEASE LISTS—SETTER PLACEMENT 


BACON’S BACON'S 
PUBLICITY $15.00 | PUBLICITY $2.00 
CHECKER on approval, HANDBOOK on approval 


BACON'S CLIPPING BUREAU 


343 S$. Dearborn St., Chicago 4, Illinors 
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Advertising Age, June 11, 1956 


Newspaper Advertising Linage 


April, 1956 


Media Records Report for 52 Cities 


April April Per Cent January-April Per Cent 

Classification 1956 1955 Change 1956 1955 Change 
Retail (total) ....136,139,568 130,134,761 + 4.6 489,123,724 472,152,778 + 3.6 
Dept. Stores .... 51,667,832 49,510,227 + 4.4 178,547,261 176,290,794 + 1.3 
General .......... 40,979,732 33,242,527 +-23.3 135,573,975 120,189,247 +12.8 
Automotive ...... 14,863,533 17,078,532 —13.0 59,738,960 53,389,946 +11.9 
Financial .......... 3,932,439 3,382,244 +163 15,851,492 14,136,483 +12.1 
Total Display ..195,915,272 183,838,064 + 6.6 700,288,151 659,868,454 + 6.1 
Classified ........ 65,076,590 59,995620 + 8.5 242,494,294 217,113,289 +11.7 
POE  iniciniscts 260,991,862 243,833,684 + 7.0 942,782,445 876,981,743 + 7.5 


FTC Rules Against 
Health Insurer on 

’ td . = . 

' "Misleading’ Ad 

WasHINGTON, June 5—In the 
third health and accident insurance 
case to reach the final decision 
stage, the Federal Trade Commis- 
sion voted 3-2 last week to issue 
an order against advertising of the 
National Casualty Co., Detroit. 

} A total of 35 cases involving in- 
surance advertising are in various 
states of consideration. 

FTC split on the jurisdictional 
issue, with chairman John Gwynne 
and Commissioner Lowell Mason 
voting against issuance of an or- 
der, as they had in two previous 
cases (AA, May 28). 

The commission found the 
statement “pays as much as $300” 
to be misleading, because this 
amount was paid in only a handful 
of the many kinds of operations 
covered by the policy. 

The unsuspecting, incautious 
members of the public may get the 
impression the policies pay up to 
$300 on all operations, FTC said. 
“It is not the trained and experi- 
enced experts who need protec- 
tion,” FTC added, “but the mem- 
bers of the buying public who, in 
making purchases, are governed 
largely by appearances and gen- 
eral impressions.” 


Brennan Changes Name 
Brennan Advertising Agency, 
Houston, has changed its name to 
Brennan, McGary, Robinson & 
Tron. The change reflects, in part, 
the addition of Robinson Advertis- 
ing Agency, including its accounts, 
assets and personnel. Earl Bren- 
nan will serve as president. John 
E. McGary will continue as exec 
vp, and Byron Robinson and Ed- 
win Tron are vps. 


8X10 GLOSSIES 
-FOR NEWS RELEASES 
PUBLICITY * PROMOTION 


‘ From your negative, photo, or artwork 


FREE! 
Helpful brochure on preparation 
and uses of glossy photos for ad- 
vertising and publicity. DEPT. B 


SUperior 7-s2es 
ve W. Hubbard St., Chicago 10, Wi. 


Pratt Elected President 


Francis D. Pratt, formerly exec 
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“‘We Need The Herald’s Coverage 
of Western Michigan,” 


... says Elmer A. Briggs, 
Grand Rapids Food Broker 


“Two major national grocery chains and one of the strongest wholesale coopera- 
tive groups in the country—headquarter in Grand Rapids, but service stores 
throughout ‘all’ Western Michigan, going as far north as 200 miles away. Because 
of this large area and number of stores, it is important to us to receive The 
Herald's 23-County Western Michigan coverage. 

“The Herald publishes the only Morning and Sunday newspaper in this territory. 
Their package of ads in both issues for one low Combination Rate makes sense 
to me... just as a 2 for | sale makes sense to Mrs. Housewife. | recommend 
it to my principals as a means of getting the most out of their advertising dollar 
in this market." 


vp, has been elected president of 
the American Institute of Men’s & 
Boys’ Wear, succeeding Willard W. 
Cole, now chairman of the board. 
Mr. Cole is president of Henry C. 
Lytton & Co. Mr. Pratt joined the 


institute earlier this year after 15 
years with Time Inc. 


Furniture Capital 
of the World 


The Grand Rapids Herald — 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW VER-FERGUSON-WALKER COMPANY 


there 1s nothing 

like the grapevine 
when it comes 

to selling 
advertising space... 


From the time, a score of years ago, that Louis Untermeyer 
decided to sell a donkey and Christopher Morley wrote a 
whole imaginary classified section as the proper setting for 
such an advertisement, the classified pages of The Saturday 
Review have been one of America’s favorite conversation 
pieces. (There were many bidders for the donkey, inciden- 
tally, and it wound up as a possession of Angelo Patri, the 
famed friend of children.) 

In the early history of The Saturday Review “the lonely 
hearts” found its classified pages the perfect meeting—and 
mating—place. However, when the magazine’s circulation 
climbed to 100,000 (the circulation guarantee is now 150,000 
net paid), the management became fidgety and worrisome 
over the problem of supervising and controlling a category 
of advertising so whimsical and capricious. So some reason- 
able restrictions reducing somewhat the calculated risks were 
put in effect. But no matter how reasonable these restrictions 
—at least we thought they were—there was much wailing 
from coast to coast. But we stood firm, even though some of 
our best friends thought we had done away with one of the 
better and brighter things of life. 

And then something interesting happened, and it was one 
of life’s pleasantest surprises. Instead of drying up under the 
new restrictions, there blossomed forth a whole new group 


of advertisers—substantial people looking for other substan- 
tial people who could buy a $50,000 house or pay for a $5,000 
trip—and not on a “pay later’’ basis, either. At microscopic 
costs people were selling a lot of expensive things, and for- 
tunately for us, were talking about their discovery not only 
over the back fence but in some of our plushier clubs. Result: 
we had to enlarge the transom. 

This may or may not be an interesting story for you, but 
it is our heartbreaking duty to point out one fact: Al! this 
has been accomplished without the expenditure of a single 
dollar for promotion or advertising. 

And so we repeat: 

“There is nothing like the grapevine when it comes to 
selling advertising space in The Saturday Review.” 

But perhaps this is an unfair assumption because The 
Saturday Review creates its own grapevine—and there may 
be a moral for advertisers in that. 


Details on Request: 


The Saturday Review 


25 West 45th Street, New York 36, N. Y. 
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Thank Us,’ Says 


Canadian Cleric 


‘Liquor-Plug’ Incident 
Turns Church Meeting 
into Ad Conference 


| 

OrtTawa, Onrt., June 5—A Cana- 
dian minister has charged that the 
United Church of Canada has giv- | 
en Calvert Distillers “the greatest) 
advertising it has ever had .. .| 
and they are thankful to us for it.” 

Rev. Samuel Machin of Valois, 
Que., made the statement at the 
annual Montreal-Ottawa confer- 
ence of the United Church. The 
conference represents close to 
100,000 UC faithful in the Mon- 
treal and Ottawa presbyteries. 

He was referring to the now 
famous “Dominion Drama Festival 
incident” which exploded on the 
front pages of the nation’s press 
after the church criticized a letter 
which urged 3,000 patrons of the 
festival to support the distillery 
which made the festival possible 
(AA, May 14; May 28). 

(The Dominion Drama Festival | 
each year stages the top plays of 
Canada’s amateur theater groups. | 
Gov. Gen. Vincent Massey is one) 
of its most devoted patrons, and! 
his name appeared on the letter.) 


| 
| 
® Said Rev. Machin: “The reason | 
the letter was written in the first! 
place was because the names of| 
other festival supporters had pre-| 
viously been mentioned in the 
press, while the name of the dis- 
tillery had been omitted. 

“Which is the greater evil,” he 
asked, “to advertise their name in| 
some 3,000 letters or in three mil-| 
lion newspapers from coast to 
coast. 

“I imagine they are heartily 
thanking us,”’ he concluded. 

(Calvert, incidentally, fell heir 
to another downpour of free ad- 
vertising with the publication of 
Rev. Machin’s statements.) 


s Rev. Ivor D. Williams of Mon- 
treal introduced a resolution stat- 
ing that the Massey Report, which 
proposes federal backing for cul- 
tural groups, be implemented im- 
mediately and establish the arts 
as an independent group. 

The motion carried unanimously 
but not before Rev. Williams had 
added his own opinion on the 
United Church’s role in the Cal- 
vert-festival affair. 

He said there was no reason to 
believe that the liquor interest had 
“put the heat” on the Dominion 
Drama Festival. “It was obviously 
the result of a genuine sense of 
gratitude on the part of the direc- 
tors of the festival,” he said. 

He referred to the incident as 
“the recent tryout of the dramatic 


~ Somebody should tell her about 
non-gliare TRU-SITE 


Just a pity glass has so much glare, 
one aant protect one's 
‘beasured pictures 


Madam should frame her pictures 


with NonGlare TRU-SITE glass 


Dealing with the problems pre-| 


sented by “misleading and moral- 
ly unsound” advertising, he re- 
ferred to liquor ads which “attempt 
to foster the myth that to be cul- 
tured, a person has to be sur- 
rounded by liquor.” 

He said many people in the liq- 
uor industry were becoming con- 
cerned with the “dangers of al- 
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/ |arts in the role of liquor salesmen” | cohol” and would like to see their recklessly along the highway.” |social committee—he took a free 
a veri ou and said it pointed up the lack of customers become more moderate In what could easily have been swing at modern advertising in 
an ethical standard in society. drinkers. called the United Church’s Ist An- general, as “erromeous and mis- 


“They don't realize there is,;nual Advertising & Marketing leading.’”’ As he saw it, newspaper 
much more danger involved in|Conference, the outspoken Rev.| advertising 20 years ago “called a 
moderate drinking than in heavy Williams also had something to|shirt a shirt,” and didn’t use the 
drinking,” he said. “Once a per-| say about food store premiums and | “romantic” copy employed in pres- 
son is drunk, he is put out of com- merchandise certificates—namely, ent ads. 


mission. that they are a form of gambling) This provoked a retort from a 
“It is just before he keels over,' that is “morally dangerous and delegate—a Montreal advertising 
when he is two or three sheets to| economically unsound.” | executive. 


the wind, that he decides to fight | And still further—as head of | 
with his wife or drive his hot-rod the conference’s evangelism and|«# “Advertising, just like worship, 


/ 
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replied Ernest J. Shearman, of St. | 
Eustache, Que. Directly facing Mr. 
Williams, he asked: “Do you wear 
the same cut of clothes now that 
you did 20 years ago? Do you get 
your hair cut the same way?” 
Elsewhere in what became a 
heated skirmish, Mr. Shearman 
declared: “There are many of us 
in the United Church who make 
our living in advertising. We are 
not all rascals—some of us are 


has changed in the past 20 years,” | honest men... . 


'Two Buy San Lecndro Paper 

“I have been in the advertising | The Morning News, San Lean- 
,game for 50 years and I am not dro, Cal., has been bought by Tom 
ashamed of it,” he told the church! C. Congleton and Robert S. Reed 
group. from Abraham Kotn nan. Mr. Con- 

As for Mr. Williams, he went on! gleton was former y a retail ad-| 
| to attack advertising generally for | vertising salesman of the Register- 
creating a psychology that “all of | Guard, Eugene, Ore., and Mr. Reed 
us can afford all the things we|was sales manager of the classi-| 
want, all of the time. fied advertising department of the 

“It is not the case of our needing | Seattle Times. Purchase price for 
something, but of someone else| the 9,000 circulation daily was not 
having it,” he charged. | disclosed. 
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Batchelder Heads NATA Time Inc. Takes Over 

Joseph H. Batchelder Jr.. O’Ry- East Texas Pulp & Paper 
an-Batchelder, Peoria, il, has! ‘Time Inc., New York, has taken 
been elected president of the Na-_ over complete control of the East 
_tional Assn. of Transportation Ad-| reyas Pulp & Paper Co., Evadale, 
vertising Inc. Other officers elect-| Tey after buying out the invest- 
ed are Harrison Davis, Fielder, | ment of Houston Oil Co. Time Inc. 
Sorensen & Davis, San Francisco, also purchased 100% of the stock 
vp; Merile H. Stevenson Jr., Trans- | 4¢ the Southwest Settlement & De- 
portation Advertising Sales Inc., velopment Corp., previously a tim- 
re rss — Otto J. bering-holding subsidiary of Hous- 

riesar, Canadian Car & Bus Ad- ton Oj]. Total saie price was about 
vertising, Montreal, treasurer. $35,000,000. 
Charles L. Stillman, exec vp of 


Hiatus? Not on WBZ-TYV Boston! For 1956, we’re reversing the usual 


trend of summer programming. 


We’re taking the kind of choice attractions and events that some 
people reserve for the winter season, and we’re cramming them all 


into June, July and August. 


Oh, there’s a wonderful summer ahead in the country’s sixth 
market, for WBZ-TV advertisers! Be one. Get information and avail- 
abilities before the best ones are taken. Phone Herb Massé, ALgonquin 
4-5670, Boston or call A. W. “Bink’”’ Dannenbaum, WBC National 


Sales Manager, MUrray Hill 7-0808, New York. 


In Boston, no selling campaign is complete without the WBC Station... 


WESTINGHOUSE BROADCASTING COMPANY, INC. 
TELEVISION 
BOSTON—WBZ-TV 


: RADIO 
= BOSTON—W8BZ+W8BZA 


PITTSBURGH-—KDKA 
CLEVELAND —KYW 
FORT WAYNE-—WOWO 
PORTLAND —-KEX 


PITTSBURGH-—-KDKA-TV 
CLEVELAND—KYW-TV 
SAN FRANCISCO—KPIX 


KPIX REPRESENTED BY THE KATZ AGENCY, INC. 
ALL OTHER WEC STATIONS REPRESENTED BY PETERS, GRIFFIN, WOODWARD, INC. 


|Time, said no changes are con- 
itemplated in operating the pulp 
/and paper mill. The management 
‘will still be headed by R. M. Buck- 
ley, general manager and exec vp. 
In operation since 1954, the mill 
| will continue to produce bleached 
sulphate market pulp and paper- 
beard. 


Meeker Co. Adds KRKD 


Meeker Co. has been appointed 
national representative for KRKD, 
Los Angeles. 


ServesManagement 
On Packaging And 
Labeling 


Every month AR brings its 21.- 
000 advertising management read- 
ers a wealth of material they can 


use to bolster sales through ef- 
fective packaging and labeling. 
Here are just a few of the articles 


| that brought enthusiastic re- 
sponses from AR readers: 


“Packaging's New Frontier: 

Formed Plastics” 
“The Folding Carton” 
“Coordinated Packaging—A 

Widening Trend” 
“New Look for Philip Morris”’ 
“Package Design with Meaning” 
“The Year's Best in Set-Up 

Paper Boxes”’ 


“The Year's Best in Package 
Design” 


Sells Management 
On Packaging And 
| Labeling 


By showing advertising managers 
where to reach suppliers—as well 
as the latest processes, new ideas 
and adaptable techniques, AR 
stimulates action in the packag- 
ing-labeling market. Among the 
advertisers capitalizing on AR’s 
market action are: 


en, 


| 
~——« 
| 
| 


Andre Kleerwrap Packages, Inc. 
Robert Gair Company, Inc. 
Reynolds Metais Company 
Celanese Corp. of America 
Foilcraft Printing Corporation 
Stone Container Corporation 
Avery Adhesive Labei Corporation 


Kaiser Aluminum & 
Chemical Scales 


Hinde & Dauch Paper Co. 
Western Foil Converters 
Whether 


represent 
products—turn to 


packaging and labeling 
your problems or your 


AR for results! 


a 
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Leo Shapiro Opens 
Own Research Company 

Leo J. Shapiro, director of 
Science Research Associates’ sur- 
vey division, has left SRA to set 
up his own Chicago research com- 
pany, effective June 1. Mr. Shapi- 
ro will continue as a survey con- 
sultant to SRA, and his company 


Touchy readers get ideas that Adver- 
tisers or Agencies have invoded their 
rights. When a claim is filed, you 


need our 
“INSURANCE 


devised especially to take the sting 
out of these cases. It's my 
inexpensive and it does the job 
adequote!l 


WRITE FOR DETAILS 


ND WATES 


URANC E 
ye 
ANGE. 


will have its quarters in the SRA | 
home office at 57 W. Grand Ave. 
Its field will be survey research 
projects for advertisers and agen- 
cies. 

The staff and field force devel-| 
oped by the Science Research sur- 
vey division over the last three 
years will continue in the new 
company. The division recently 
completed a major motivation re- 


search study for Puck—The Comic 
Weekly, done in consultation with 
the Advertising Research Founda- 
tion’s motivation research commit- 
tee (AA, Jan. 23). | 


| Harris Agency Changes Name | 
R. T. Harris Advertising Agen- 
cy Ine., Salt Lake City, has 
| changed its name to Harris & Mon- 
tague. The agency was founded in 
1938 by Richmond T. Harris. 
Keith E. Montague joined the 
agency in 1945. Other changes 
within the agency have been the 
election of Robert W. Wood as vp 
and Francis E. Peek as secretary. 


Dearborn 
McKenzie 


McNiff 
Spellman 
Macgillivray Cole 
TEAM—Kenyon & Eckhardt brought in all its region- 
al managers for the agency’s three-day senior staff 
meeting at Lake Placid. Shown here are: Walter 
McNiff, San Francisco; William Macke, Detroit; 
James Dearborn, vp and director of regional offices; 
Jack Runyon, Hollywood; Orrin Spellman, Philadel- 


Lawrence 
Avedon 

phia; George Oswald, director of regional operations 
on Lincoln-Mercury; J. Norman McKenzie, vp, Bos- 
ton; Jack Shannon, Atlanta; Walter Lawrence, Chi- 
cago; George Macgillivray, vp in charge of Canada; 
Robert Cole, vp and director of international opera- 
tions; and Burt Avedon, Mexico City. 


\Schaller Co., West Hartford, to| Royal & deGuzman Adds One 


Triangle Publications Buys 


New Haven Stations 

Triangle Publications Co., own- 
er of the Philadelphia Inquirer 
and other properties, has bought 
WNHC and WNHC-TV, New Ha-| 
ven, for $5,400,000, subject to Fed- 
eral Communications Commission 


/handle advertising and sales pro- 
motion for Iona electric food mix- 
ers. A national advertising pro- 
gram in trade and consumer 
publications is planned, with deal- 
er support in major markets 
through newspapers and radio. 


Industrial Distribution, a Mc- 
Graw-Hill publication, has ap- 
pointed Royal & deGuzman Inc., 
New York, to handle its advertis- 
ing promotion. Harris & Bond, 
Chicago, previously handled the 
account. 


State Times 


—first in evening advertising in 
all these categories, according to 
latest Media Records statistics: 


FIRST in Total Advertising by ....... 
FIRST in Retail Advertising by....... 
FIRST in Automotive Advertising by. . . 
FIRST in Classified Advertising by .... 30.8% 
FIRST in Department Store Advertising by 4.7% 
FIRST in Drug Store Advertising by... . 48.3% 
FIRST in Food Store Advertising by .. . 175.4% 


and the State Times 


(EVENING AND SUNDAY) 


delivers 18.3% more 


dealer and carrier circulation in the Jackson 
city zone than any other evening newspaper! 


(A.B.C. publishers statements, 
6 months ending September 30, 1955.) 


To tap Jackson’s rich $175,000,000 buying 
power, you only need one paper.. 
leading evening paper . 


Represented by 


BURKE, KUIPERS & 


New York, Chicago, Detroit, Kansas City, Atlanta, 
Oklahoma City, Dallas, Charlotte, San Francisco 


approval. 


WNHC, however, plans to con- 
tinue its litigation against Colum- We've Got Something fo. cROW About! 
bia Broadcasting System. The sta- 
tion wants the FCC to reconsider RATED RATED 
its former approval of the sale of FIRST FILMACK is) SECOND 
WGTH-TV, Hartford, to CBS. ale proud to be a| a 
WNHC contends that sale of the winner twice in 
Hartford station would create a ; BILLBOARD'S | 
monopoly for CBS and not be in Y Our service was rated of TV Let us show you how 
the interests of free competition in | FASTEST IN THE Survey we can make you a 
8.7% the Hartford area. \ NATION...and placed | Commercials ! | quality TV spot quick- 
_ second in ECONOMY! {| ly and economically ! 
16.5% lona Appoints Schaller Co. 


Iona Mfg. Co., East Hartford, 
Conn., has appointed William 


CHICAGO, IL 
1323 3. WABASH 


WEW YORK, N.Y. 
Mi W. 4th ST. 


98.8% “FILMACK STUDIOS 


-_ 


Advertising to Business and Industry? 


“IM provides me with more pertinent 
information on industrial 
advertising than any other 
publication. I read it regularly 
from stem to stern, then pass it on 
with ‘N.B.’ notations on stories 
which are particularly interesting 
and valuable to others here.” 


says Charles E. Walsh Vice-President 
John Mather Lupton Company, Inc. 


Industrial Marketing is the only publication 
devoted entirely to the specific problems of 
advertising and selling to business and indus- 
try. A year’s trial (only $3) includes a monthly 


copy of IM plus the 556-page Annual Market 
Data & Directory Number, June 25th. Nothing 
else like the IM service anywhere in the world. 
Try it. See for yourself at our risk. 


. the 
. the State Times! 


MAIL TODAY FOR TRIAL—MONEY BACK IF NOT SATISFIED 
To: INDUSTRIAL MARKETING, 200 E. Illinois St., Chicago 11, Illinois 


MAHONEY, INC. 


Name Title 
My Nature of 
Company. Business. 
Street 
City. z State. 


CO) $3 enclosed C Bill firm CD Bill me No extra postage Canada or Pan America; Add $2 a year foreign. 
IM 1S A SISTER PUBLICATION OF ADVERTISING AGE AND ADVERTISING REQUIREMENTS 
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Advertising Age, June 11, 1956 


Earnings of 


Advertisers 


1955 Fiscal Year 


Earnings 
Sales Earnings per share 
Company 1955 1954 1955 1954 1955 1954 
ABC Vending Corp. ....$ 50,172,202 $ 48,188,338 $ 1,564,038 $ 1,348,557 $ 1.63 $ 1.40 
Aldens te eeeeeeeseees 97,352,388 90,505,270 1,419,644 1,418,904 219 2.19 
American Airlines Inc. 260,756,000 214,766,000 18,609,000 11,431,000 2.42 1.54 
Atlantic Paper Co. .... 25,280,000 20,810,000 708,000 499,000 1.35 9 
Babcock & Wilcox .... 233,291,000 250,471,000 13,487,000 15,212,000 8.26 9.31 
Bell & Howell ........ 42,137,575 40,699,495 2,007,502 1,812,645 3.51 3.20 
Bigelow-Sanford Carpet Co. 82,738,234 68,211,827 2,439,431 107,921 2.29 +*.07 
Corn Products Refining Co. 298,503,373 288,011,879 20,492,893 16,251,461 2.29 1.79 
El Paso Natural Gas Co. 178,096,661 143,842,445 19,156,287 12,317,410 3.08 1.89 
Erie Railroad ........ 161,447,842 152,086,511 7,892,354 6,378,652 2.97 1.78 
Fansteel Metallurgical 
Lt Eee 27,589,069 22,244,572 2,298,195 913,818 3.00 1.19 
| Taree 20,520,000 20,785,000 672,000 399,000 1.49 89 
General Aniline & 
fae 121.248,000 104,964,000 4,217,000 2,519,000 5.29 3.16 
General Dynamics Corp. 687,274,182 °712,150,670 21,254,386 °22,777,226 4.23 4.60 
General Gas Corp. .... 31,452,815 24,817,938 813,446 932,417 1.12 1.66 
Goldblatt Bros. ...... 106,640,207 103,445,303 1,006,601 909,088 1.36 1.22) 
W. R. Grace & Co. .... 427,066,329 413,401,905 18,780,394 14,794,326 4.21 3.50) 
TF. Ga GA 2.005. 351,848,626 317,157,138 9,710,053 8.755.461 3.72 3.36) 
F. C. Huyck & Sons .. 17,034,133 14,602,955 853,369 527,537 3.80 2.22 
Marquette Cement Mfg. Co. 39,264,050 37,215,031 6,114,674 5.121049 250 2.08 
National Can Corp. .. © 70,880,000 41,128,000 990,164 489.095 98 48 | 
Ohio Match Co. ...... 22,282,031 19,084,507 1,865,206 1,389,205 1.62 1.11} 
Pitney-Bowes ........ 39,259,213 34,986,108 3,566,122 2,953,467 282 2.41) 
H. K. Porter Co. .... 106,099,817 68,064,932 6,433,107 3,215,786 6.15 3.06] 
Progress Mfg. Co. .... 15,882,328 12,308,449 1,052,080 670,654 1.67 1.06) 
Reading Tube Corp. .... 22,740,597 16,308,741 1,008,872 852,341 1.72 1.45) 
Rheem Mfg. Co. ...... 160,619,990 163,623,302 5,243,580 6,026,852 3.10 3.67| 
Dan River Mills ...... 91,740,196 81,775,838 3,819,556 2,835,956 1.27 -90 | 
ot ar 130,433,983 129,201,693 4,322,396 “—2,290480 242 ——| 
We Uk. oaereccesuse 1,890,499,534 1,695,795,434 262,729,738 226,140,761 9.57 8.24) 
U.S. Steel Corp. - 4,097,680,287 3,250,369,279 370,099,353 195,417,611 6.44 3.23 
“.Loss, after preferred dividends. 
® To provide a basis for compar:son, 1954 amounts include Stromberg-Carlson division, which merged 


with General Dynamics on June 30, 1955. 


© Includes sales of Pacific Can Co. acquired Feb. 1, 


4 Net loss. 


1955. 


Coming 
Conventions 


June 10-13. Advertising Federation of 
America, annual convention, Beilevue- 
Stratford Hotel, Philadelphia. 

June 10-13. Poster Advertising Assn. of 
Canada, Thousand Islands Club, Alexan- 
dria Bay, N. Y. 

June 17-19. New England Newspaper 
Advertising Executives Assn., summer 
meeting, Sebasco Lodge, Sebasco Estates, 
Me. 

June 17-22. National Advertising Agen- 
cy Network, 25th annual management 
conference, Oyster Harbors Club, Oster- 
ville, Cape Cod, Mass. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, | 
Pittsburgh. 

June 24-28. American Newspaper Classi- 
fied Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the | 
West, 53rd annual convention, Los An-| 
geles. 

June 28-30. Newspaper Advertising Ex- | 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B.C. | 

June 29-July 1. Northwest Daily Press 
Assn., summer meeting, Northernaire, 
Three Lakes, Wis. 

July 22-27. Photographers’ Assn. of | 


| 


| 


America, annual convention and trade) 
show, Conrad Hilton Hotel, Chicago. | 
Aug. 24-28. Mail Advertising Service | 
Assn., 34th annual convention, Drake | 
Hotel, Chicago. | 
Sept. 22-25. Advertising Specialty Na-| 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of | 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., 
fall meeting, Westchester Country Club, 
Rye, N.Y. 

Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and exhib-| 
it, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual conVention, Bellevue-Strat- | 
ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers 
Assn., annual convention, Chicago Athlet- | 
ic Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, | 
Chicago. | 

Oct. 22-23. Boston Conference on Dis- | 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Assn. of National Advertis- | 
ers, annual meeting, Drake Hotel, Chicago. 

Nov. 11-15. Outdoor Advertising Assn. | 
of America, Hotel Ambassador, Los An- 
geles. 


La Roche Names Five to Staff: — 
Elects Folke Lidbeck VP 

C. J. LaRoche & Co., New York, 
has appointed Jerome B. Roscoe 
an account executive, John L.| 
Southard to the merchandising de-_ 
partment, Celeste Reed Seymour 
to the contact department and) 
Richard Eckler and Paul Ross to! 


| NBC. 


'Folke Lidbeck, art director since 
|La Roche was founded in 1946, vp 


|San Francisco Offices 


| the staffs in its San Francisco and 


|count supervisor in San Francisco. 
|Others joining the San Francisco 


|Inc., an account supervisor. Milton 


| publicity director of Curtis Pub- 
"| lishing Co., who will be in public 


\the basis of the homers hit by 


its tv and radio department. Mr. 
Roscoe formerly was with J. Wal- 
ter Thompson Co.; Mr. Southard 
previously was with Vick Chemi- 
cal Co.; Miss Seymour was super- 
visor of special promotions of 
Philip Morris Inc.; Mr. Eckler was 
with Kastor, Farrell, Chesley & 
Clifford, and Mr. Ross was with 


The agency also has elected 


in charge of the art department. 
He succeeds Gene Davis, who re- 
signed to become art director of 
Good Housekeeping. Caesar Ferri, 
also with La Roche since 1946, has 
been named manager of the art 
department. 


Grant Expands Hollywood, 


Grant Advertising is expanding 


Hollywood offices. John Kuntz, 
formerly advertising director of 
the international division of U.S. 
Rubber Co., has been named ac- 


office are Roger Wurtz, account 
executive, Marilyn Johnson, pro- 
duction manager, and Mary 
McGee, copywriter. All were for- 
merly with Pacific National Ad- 
vertising. 

In addition, Victor G. Blakiston, 
formerly with Wilson, Markey & 
England, has been named creative 
director, and Robert B. England, 
formerly manager of the San Fran- 
cisco office of Roy S. Durstine 


C. Meyerfeld was promoted to ac- 
count supervisor. Joining the Hol- 
lywood office is John Thackaberry, 
previously Southern California 


relations and merchandising. 


General Mills Promotes 
Wheaties with Sweepstakes 
General Mills is promoting its 
Wheaties with a Home Run 
Sweepstakes. The winner will re- 
ceive $100 for each home run hit 
by Mickey Mantle, Willie Mays, 
Ted Kluszewski and Al Kaline. On 


these four last year, the sweep- 


77 


Selling with 
SPORTS ILLUSTRATED 


is everybody's business 


stakes winner would win $16,200. 


Entry is by post card or a coupon | 


appearing in Life and Look ads. | 

The Wheaties package will fea- 
ture baseball and tennis illustra- 
tions this summer, with football 
and basketball themes following. 
Knox Reeves Advertising, Min- 
neapolis, is the agency. 


piano now you have 
to have an 
electric kitchen 


atiched 


“Cooking'’s easy,” says TED WILLIAMS, “with the 
new G-E Automatic Skitiet!" 
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Hotpoint biotpoint 


Take Appliances... 


Why is it that appliance advertising looks so right in the pages of 
SPORTS ILLUSTRATED? 

We think it’s because SI is the perfect gathering place for those 
with a stronger-than-average urge for the good life. 

Appliances are an integral part of these families’ daily lives. 
92% of SI subscribers own TV sets; 72% own record players; 34% 
own clothes dryers; 39% own power lawn mowers.* 

They’re obviously the kind who are buying their next appliances 
in color; have their eyes on color TV; are considering a second TV 
set for the kids’ room or the game room. What’s more, they’re the 
type who set the trend for the whole nation. 

The whole U.S. consumer structure is feeling this trend to 
leisure and luxury living. 

Ask the sporting goods industry, of course—but also ask people . 
in apparel, liquor, building, travel. And many others. 

Therefore—doesn’t it make sense to stalk the pace-setters in 
their natural habitat? 


Said habitat is, of course, SPORTS ILLUSTRATED. It’s where 
more than 600,000 on-the-ball, on-the-go, venturesome families 


congregate every week. 
*Alfred Politz, National Study of SPORTS ILLUSTRATED Subscribers, 1956. 


SPORTS 


ILLUSTRATED ra 
More than 600,000 families who lead the full life 
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Maher Names Payntar Agency | vertising for Down Beat, Country 

Maher Publications Inc. has ap-|& Western Jamboree and Record 
pointed Payntar Advertising Agen-| Whirl. The company had no pre- 
cy, Northbrook, Ill., to handle ad-| vious agency. 


We Won't 
Let the Layout Down! 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 + Chicago 1 


9% ahead and for the year-to-date, | 


Department Store Sales... 


Gains Continue with 7% Rise June 4 


| WaSHINGTON, June 7—Depart- 
|ment store sales continue good, 
|with a 7% gain registered for the 
| week ending June 4 over the same 
| week of 1955, the Federal Reserve 
Board reports. 

For the four weeks, sales were 


% ahead. 

Of the 12 FRB districts, Minnea- 
polis showed the most spectacular 
gain—31%. The other districts 
showed gains as follows: Boston, 
1%; New York, 6%; Philadelphia, 
5%; Cleveland, 8%; Chicago, 9%; 
St. Louis, 9%; Kansas City, 7%; 


Series on Chicago TV's Top Participation Programs 


“MY LITTLE 


MARGIE” 
and the 


SHOW" 


"STU ERWIN 


participations. 


local rates. 
“Route °56 with Frazier Thomas 
WGN-TV you'll want to look into. 


“Your Figure, Ladies”, 


” 


Chicago 11, Illinois. 


Telecasting With 
MAXIMUM POWER 
From The 
HIGHEST TOWER 


Formerly successful nighttime network programs, these two shows are now 
the highest rated morning programs on Chicago television available for 


These are just two of several top buys on WGN-TV in Chicago at low 
“Showtime with Frankie Fontaine” and 
are three additional morning shows on 


For further information on Chicago's top participation programs, write to 
Mr. Ted Weber, WGN-TV Director of Sales, 441 N. Michigan Avenue, 


| Philadelphia District 


Richmond, 1%; Atlanta, no miata) 
Dallas, 9%, and San Francisco, 5%. 
No detailed breakdown of the! 
sales for these districts are avail- 
able now, but for the previous two 
weeks, sales broke down as follows 
for the 12 districts. 
% Change from wal 
Week Ending 


May 
19 


Federal Reserve 
District, Area and City 
UNITED STATES 
Boston District 
Metropolitan Areas 
Boston . 
Downtown Boston 
Suburban Boston 
Cambridge ............ 


“on 


+ 
+ 


Vcenaoww 


rk hey 


“&#wre © wr 
= 


Springfield 
Providence 
New York District 
Metropolitan Areas 
Buffalo ...... 
New York-N. E. New 
Jersey . 
Newark 
New York .. 
Rochester ..... 
Syracuse 


croeo 


Metropolitan Areas 
Wilmington ... 
Trenton ..... 
Lancaster .. 
Philadelphia 
Reading ... 
Scranton . 
Wilkes- Barre—Hazleton 
Cleveland District 
Metropolitan Areas 
Lexington . 
Akron .. 
Cincinnati 
Cleveland 
Columbus 
Springfield 
Toledo 
Erie 
Pittsburgh . 
Wheeling-Steubenville 
Richmond District 
Metropolitan Areas 
Washington 
Downtown Washington 
Baltimore 
Richmond . 
Atlanta District 
Metropolitan Areas 
Birmingham 
Jacksonville 
Atlanta 
Augusta 
New Orleans 
Knoxville 
Nashville 
City 
Tampa 
Chicage District 
Metropolitan Areas 
Chicago ... 
Indianapolis 
Detroit 
Milwaukee .......... 
St. Louis District ... 
Metropolitan Areas 
Little Rock .. 
Louisville . 
St. Louis 
Memphis 
Minneapolis District 
Cities 
Minneapolis 
St. Paul ; 
Duluth-Superior 
Kansas City District 


| 


+ | + | | 
enBaxvanan~ 


ae OK +1 OU me & «I 


T 
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+ 1 


+ 
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Advertising Age, June 11, 1956 


Department Store 
Sales Barometer 


Change from 1955 


Week Ended 


June 4, 56 £ +7% 


Jan. 1 to 
June 4, '56 i +3% 


Metropolitan Areas 


Albuquerque 
Oklahoma City 
Tulsa 


Kansas City . 
Dallas District 
Metropolitan Areas 

Dallas 

El Paso 

Fort Worth . 


San Antonio ..... 
San Francisce District 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles 
Westside Los Angeles 
Sacramento 
San Diego 
San Francisco-Oakland 
San Francisco City . 
Oakland City . 
San Jose 
Portland . , 
Salt Lake City 
Seattle 
Spokane 
Tacoma 
r—Revised 
**—Data not available 
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Yale & Towne in Canada 
to Erwin, Wasey Ltd. 

Erwin, Wasey & Co. of Canada 
Ltd., Toronto, has been appointed 
to handle advertising for the Ca- 


: nadian division of Yale & Towne 


Mfg. Co. Elwood E. Wesley, who 
handled the account at Ruthrauff 


* & Ryan before it dissolved its Ca- 


nadian branch, will continue to 
service Yale & Towne as an ac- 


count executive for Erwin, Wasey. 
° 


. GOP Names Doremus-Eshleman 


Doremus-Eshleman Co., Phila- 


* delphia, has been appointed by the 


Republican National Committee to 
handle a 24-sheet poster advertis- 
ing campaign for the forthcoming 
Presidential election. The agency 
|has handled similar campaigns for 
‘the Republican National Commit- 
tee in the past five Presidential 


7| campaigns. 


Samuel Greenspan Moves 

Samuel L. Greenspan, New York 
agency, has moved to new quarters 
at 550 Fifth Ave. 


MEREDITH Zadee aud Theisoon STATIONS 
affiliated with as Homes and Gardens anc Successful Farming magazines 


Represented by KATZ AGENCY 


INC. 


JOHN BLAIR & CO. 


BLAIR TV, INC. 
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Lowe Runkle Names Robinson | Ajm of Diet Delight 


H. M. Robinson has been named 


creative director of Lowe Runkle Ads: Get More People eae 


Co., Oklahoma City. Mr. Robinson, 


who joined Runkle in April, for- To Lose a Little Bit 
merly held advertising posts with | 
Armour & Co. and Booth Fisheries} SAN JOsE, Cat., June 6—Rich- 
and also operated his own busi-|™ond-Chase Co., packer of Diet 
ness, Advertising Craftsman Co.,| Delight foods, has gone on a diet 
in Chicago. | Campaign to appeal to people who 
— to lose a few pounds or just 
hold the line—not those who have 
Harvey Manss Joins D-F-S a real poundage problem. 

Harvey M. Munss, formerly vp) “Our field research, backed up 
and a director of Sterling Drug! by results of a recent Gallup sur- 
Inc., has joined Dancer-Fitzgerald-| yey, shows that one out of three 
Sample, New York, as a vp. Prior | Americans wants to lose weight,” 


J. Walter Thompson Co. and the company’s ad manager. 
Jergens Co. In reaching that bulging poten- 
tial market, it was decided that 
one important objective would be 
|to encourage the consumer to re- 
|gard Diet Delight not so much as 
a specialty line as a general food 
brand. 

The result is the new campaign, 
which will run through 1956 and 
linto 1957 in Everywoman’s Mag- 
azine, Family Circle, Good House- 


SIMPSON-REILLY, LTD. 
Publishers Representati 


‘ — 


i ol % +, a 
LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


new digplay caimensions 
Eger seljing action... 
at coynter-card cost! 


dranuaiie, bFree-flou4 
BODES ZEIN display 


I ... bring to life the saleable features of 

| every product you promote. No cardboard 

| mounting is needed—greater economy! No limitation 
on design—infinite new shapes! No moving parts 

; —sets up in seconds anywhere! 

\ 


Display specialists at Chicago Show 
are ready now, to create a 
\ sales-stimulating Squee-zel for you! 


4 EXCLUSIVE WITH 


CHICAGO SHOW PRINTING COMPANY © 2640 N. Kildare Ave. + Chicege 39 


to Sterling, Mr. Manss was with| according to E. N. Richmond II, the! 
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MIRROR, MIRROR—Richmond-Chase 
Co., San Jose, Cal., is running a se-| 
ries of color pages, like this one, in| 
The New Yorker and women’s | 
magazines for its Diet Delight 
Foods. Brisacher, Wheeler & Staff, 

San Francisco, is the agency. | 


keeping, Ladies Home Journal, 
The New Yorker and Woman’s| 
Day, plus roto sections in key mar- | 
kets. Some radio also will be used. | 


s All the ads will employ an “ed- 
itorial technique,” since it was felt 
that a considerable amount of ex- | 
planatory copy would be needed to | 
bridge the gap between specialized | 
and general foods. In the first ad} 
of the series, however, a “wordy” | 
impression is avoided by confining | 
the text to the upper half of the 
page, reserving the bottom half for 
white space. 

To illustrate the ads and to serve 
as the campaign theme, mirrors 
will be used because they “suggest 
the subjective attitude necessary 
to a recognition of the need to 
diet.” 

The ads also will be provoca- 
tively headlined. For example, the 
banner for the opening ad reads, 
“Unless you talk about it (and who 
doesn’t?) .” 

This ad makes a point of “that 
moment of truth” when “purely by 
accident, you catch yourself un- 
aware in a mirror and reluctantly | 
admit that things aren’t quite 
where you left them.” 


s The ad then advises, “Before you 
rush off and give up everything 
that tastes good, you might ask 
yourself how you got into this fix. | 
Well, you likely took on more cal-| 
ories than your activity (or lack 
of) could cope with. They had to| 
go somewhere ...and, regrettably, 
you know where that was.” 

The copy then recommends that 
consumers “reverse the process by 
eating Diet Delight foods.” The ad 
ends with a free offer of a 24-page 
booklet of sample menus and reci- 
pes. 

Brisacher, Wheeler & Staff, San 
Francisco, is the agency. 


General Outdoor Names Carey 
General Outdoor Advertising 
Co. has appointed James B. Carey 
manager of the Dayton branch, 
succeeding C. L. Munger, who is 
retiring after nearly 50 years in 
the outdoor business. Mr. Munger 
will remain with GOA as a con- 
sultant to Mr. Carey. Mr. Carey, 
who joined General Outdoor in 
1934, was manager of the South 
Bend branch from 1942 to 1949. He 
returns to GOA from a recent post 
as a distributor of building mate- 
rials. 


Savannah Adclub Elects 

Winburn T. Rogers, advertising 
director of the Savannah Morning 
News, has been elected president 
of the Savannah Advertising Club. 


Gottschaldt Agency Moves 
Gottschaldt & Associates, Miami 
agency, has moved to 2505 Ponce 


U. 8. Patent Nos. 2555986 and 2654970, other patents granted and pending. Trademark Squee-sel Registered 


de Leon Blvd., Coral Gables. 


"| spend half my time 
with the Sox, 
half my time with the Cubs, 


and all my time 
in the middle!" 


That's where John P. Carmichael likes 
io be .. . in the middle. He doesn't take 
sides, and his dope isn't ever slanted. 
He just calls ‘em as he sees.‘em... and 
his sports stories in the Chicago Daily 
News are as easy and vivid as the post- 
game lingo of the locker-room. They're 
strictly inside info, and his “Barber 
Shop” column is famous for pin-point 
portraits of sports personalities. Connie 
Mack once said, “John P. Carmichael is 
my favorite sports writer.’ And the fans 
in the 600,000 homes that get the Daily 
News seem to agree. John P. is certainly 
another important reason why 


The CHICAGO DAILY NEWS 
HITS HOME 
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Famous Crafts and Craftsmen / ome of a series 


THE 
. JAPANESE 
WOODBLOCK 


ILLUSTRATION BY JACK BOYD 


In Japan, books, advertisements and even postage 


stamps were printed in color from woodblocks. 


The greatest Japanese artists, including 


Hokusai and Hiroshige, mastered the craft of 


cutting woodblocks to assure faithful 


reproduction of their visual ideas. 


IN AMERICA, fine color printing for every purpose is a complex technical art 
which requires close teamwork by many specialists. The artist and designer must 
depend for faithful reproduction upon the skill of photoengraving craftsmen. A set of fine 
color engravings for national advertising reproduction evolves through a series of subtle 
technical processes from photography to finishing. Every step of the way, quality of 
reproduction is determined by the photoengraver’s understanding and appreciation of the 
work of the artist. This is more than routine craftsmanship. Here at CM & H we 
collaborate with the creators of advertisements to capture the feeling and detail of their 
work on metal. This is why, for nearly a quarter century, advertisers and agencies from 
coast to coast have sent us their finest copy for national advertising reproduction. 
The standard of quality that has governed our work from the beginning: 
the best that can be made, is now applied in our Gravure Division which 

specializes in reproduction for national advertising. 


COLLINS, MILLER & HUTCHINGS, INC. 


333 West Lake Street at Wacker Drive, Chicago 6, Illinois 


America’s Finest Photoengraving Plant for Letterpress and Gravure 
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Advertising Age 


Personnel Problem for Agencies 


A Look at Fall TV Programs 


Weiss Discusses ‘Pup’ Outlets 


O'Meara: Suggestion for Copywriters 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Agency Personnel Requirements Are ‘Explosive’ ... 


THE NATIONAL NEWSBAPER OF MARKETING 


Norman Strouse, JWT Head, Sees Agency Personnel 


By Norman H. Strouse 
President, J. Walter Thompson Co. 

Total advertising volume increased 
more than 160% during the nine-year 
period from 1946, the first postwar year, 
through to 1955. 

Inasmuch as the dollar did not depre- 
ciate to any significant extent during that 
period, we may say roughly that adver- 
tising people are handling two and a half 
times the volume of creative production 
they did during the first year after the 
war. 

These are total advertising figures, of 
course, both local and national. But the 
top 20 agencies, according to the Apver- 
TISING AGE tabulations, increased their 
volume two and three quarter times dur- 
ing that nine-year period, an increase 
slightly higher than advertising generally. 

According to AAAA figures, the total 
population of Four A agencies increased 
from 12,000 to about 30,000 or about two 
and a half times from 1945 to 1955. We 
can conclude in general terms that if the 
agency field had lost no personnel during 
this ten-year period through death, re- 
tirement or change of vocation, close to 
two-thirds of the agency personnel at 
work today have had less than ten years 
in the business. 

This is quite a remarkable job of pro- 
curement, organization and training, when 
you appraise the quality level of adver- 
tising today—and probably could not have 
been done except for the character of the 
agency business and its method of com- 
pensation. I’m sure we can all recognize, 
however, the serious risks we have taken 
both as individual agencies and as a pro- 
fession in not having organized this job of 
procurement and training more efficient- 
ly than we have. 


s But we must be more concerned about 
the future than the past, and what I want 
to try to do now is to sketch out in rather 
broad strokes the problem we face dur- 
ing the next few years. It is, in my opin- 
ion, an explosive problem, and perhaps a 
purely statistical approach to it will serve 
to demonstrate how serious it is. 

Chart I is an Arno Johnson production. 
You will note that, based on the economic 
report of President Eisenhower in Janu- 
ary, 1955, he has projected our gross na- 
tional production figures to a total of $500 
billion in 1965. This would appear conser- 
vative, as the actual report of the joint 
committee on the economic report esti- 
mated the 1965 gross national product 
figure to be $535 billion. 

I think we should look particularly at 
the figures for total personal consumption, 
as this is the area in which advertising 
plays a direct and important part. You 
will see that Arno Johnson has indicated 
a growth to $350 billion in 1965. 


ws If these total personal consumption op- 
portunities are to be realized, it is obvious 
that advertising must carry an increasing 


Increasing 71% in Next Decade 


At the recent annual meeting of the American Assn. of Advertising 
Agencies, Norman H. Strouse, president of J. Walter Thompson Co., pre- 
sented a thoughtful analysis of what he called the ‘explosive’ personnel 
requirements of the advertising agency field during the next decade. He 
visualized an agency system employing 75.000 people and placing $6 
billion in advertising volume in 1965. In the text of his talk reproduced 
here, he breaks the problem down into yearly figures, and suggests some 


ways to meet it. 


burden, particularly in view of the rapid 
disappearance of personal selling at the 
retail level and the equally rapid increase 
in self-service facilities in every phase of 
retail marketing. 

In Table I we’ve done a little figuring as 
to what can happen to national advertis- 
ing volume during the next ten years if 
President Eisenhower’s goal is achieved. 


Table I 
(1) (2) (3) (4) (5) 
Total National Ratio Increase 
Ad Ad Pers‘| Nat‘l. Over 
Year Vol. Vol. Conspt‘n Adv. 5-year 
period 
Billions. 

1950 $57 $3.3 $2164 15% 
1955 90 53 2458 2.2 47% 
1960 (Est.) 12.0 7.2 300.0 2.4 9% 


1965 (Est.) 15.2 9.1 350.0 2.6 8% 
® The 1950 and 1955 figures in this table 
are actual. The 1960 and 1965 figures are 
estimates. In order to arrive at estimates 
for total national advertising we have as- 
sumed an increase in the ratio of national 
advertising to total personal consumption 
of but two-tenths of a percentage point, 
which we would consider reasonable in 
view of the tremendous task advertising 
must shoulder in the years ahead, and in 
view of the fact that this represents a less 


Chart I 


OPPORTUNITY FOR MARKET EXPANSION 
AS PRODUCTIVITY AND POPULATION GROW 


1965 OPPORTUNITY 
$500.0 m..0° 
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than 10% increase in the national ratio to 
consumption during each of those five- 
year periods, whereas there was a 47% in- 
crease in that ratio in the five-year period 
of 1950 to 1955. 

We in the agency business, of course, 
are more directly concerned with national. 
But let’s see what happens to total adver- 
tising, figuring this way. Fifteen years 
ago, in 1940, 57% of total advertising was 
defined as national. In 1950, the percent- 
age of national to total was 58%, and in 
1955, 60%. Let’s not assume any further 
increase in this percentage and apply the 
60% figure for the next ten years. The 
projected total advertising volume fig- 
ures, then, would be $12 billion for 1950 
and $15.2 billion for 1965. 


® Do these seem like astronomical fig- 
ures? They aren’t, if you predicate the 
expanding economy the joint committee 
points to. To reach the figure of $15.2 bil- 
lion in 1965 would require a compound 
increase of but 5% per year in total ad- 
vertising volume. We are already showing 
gains more than double that for 1956. 

The next step would be to narrow this 
down to the agency field, to see what is 
in store for us during the next ten years. 

The AAAA headquarters estimates that 
the total volume of the agency business 
reached $3% billion in 1955, which would 
seem about right in view of the ApvEerRTIS- 
1nG AcE figure of approximately $3 billion 
for the 270 agencies it listed. 


® Assuming the $3% billion as conserva- 
tive, then, the agency business represents 
about 66% of what is designated national 
advertising. Let’s calculate, then, the es- 
timated growth of agency volume during 
the next ten years, and the increased per- 
sonnel requirements involved. 

How many people does it take to handle 
a given volume of business? We find by 
examining the ADVERTISING AGE report 
that the personnel totals of the 270 agen- 
cies they list averages 12.2 people per $1 
million of volume handled. Printers’ Ink 
reported figures as high as 15.4 people in 
agencies of $2 to $5 million volume and 
as low as 12.9 for agencies of over $10 
million volume. 13 to 14 people per mil- 
lion would probably be about right, but 
to be very conservative let’s take 12.5 as 
our figure and project personnel require- 
ments for the years 1960 and 1965 on that 
basis. 


So we see (Table II) that by 1965, what 
we might properly term the agency busi- 
ness will be handling a volume of $6 bil- . 
lion and will be employing some 75,000 
employes to handle it. 


Table II 
Total Total 
National Agency Total 
Year Volume Volume Personnel 
1955 $5.3 3.5 43,750 
1960 72 42 60,000 
1965 9.1 6.0 75,000 


a Now, this may seem like an exciting 
prediction put together by bits and pieces 
of statistical data which although logical 
enough still seems a bit fantastic. Let me 
remind you, however, that every calcula~ 
tion has been on the conservative side, 
and that this is forecasting only a 70% 
increase in volume in the next ten years, 
whereas we literally and dramatically en- 
joyed an increase of 160% during the past 
nine years! 

Let’s take a quick run-down on our de- 
ductions to this point, as I think we are 
about ready to single out the figures ap- 
propriate to the title of this address... 
“Our Explosive Personnel Requirements 
During the Next Decade.” They are shown 
in Table III. 


Table Ill 
Actual Predicted 
For 1955 For 1965 inc. 
Total Gross 
National Product $375 Billion $500 Billion 35% 
Total Pers’! Conspt’‘n 246 “ 3530 “ 45% 
Total Adv. Volume ide 15.2” 65% 
Nat'l Adv. Volume 83” os. .*. 7 
Total Agency Volume 3.5 ” SB). Ss: Tew 
Total Agency Personnel 43,750 75,000 71% 


Average Increased Personnel 

Per Year For 10 Years 3,125 
# This total figure of 3,125 new person- 
nel needed each year to meet our growth 
requirements of the next ten years in- 
cludes, of course, non-specialized admin- 
istrative, clerical and secretarial person- 
nel. As a next to final stop, then, we can 
convert this figure of 3,125 into terms of 
the specialized personnel upon which the 
agency business depends so critically. 

The AAAA headquarters estimates that 
about half the total agency personne! falls 
into this specialist category. In checking 
our own company records we find sub- 
stantial confirmation of this fact. On this 
basis, then, we will need an average addi- 
tion of some 1,560 new specialized adver- 
tising personnel to our agency ranks each 
year during the next ten years. 

Now we must add to this, as a final step, 
the attrition losses in personnel through 
death, retirement or the attractions of 
seemingly greener pastures. If you grant 
that a normal career expectancy might 
bracket forty years—from age 25 to age 65 
—then we will need additions to our cur- 
rent pool of specialized personnel of sar 
547 per year to replace losses thro'.h 
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death, retirement or change in occupa- 
tion. This, then, gives us a new and final 
total of approximately 2,100 new special- 
ized personnel we must add each year to 
keep pace with our growing needs. 


® Based on the estimates used in the 
AAAA booklet, “The Advertising Busi- 
ness and its Career Opportunities,” with 
slight revision to bring them up to date, 
we can also arrive at a rough idea as to 
the individual skills or aptitudes which 
must be recruited to our business each 
year from now on: 


New Personnel 
AAAA Estimate Needed Each Year 


Specialized Groups for 1956 For Next 10 Years 


Account Representatives 5,500 528 
Copywriters 5,000 480 
Art & layout 2,500 336 
Research 1,100 106 
Mechanical Production 1,100 106 
Radio & TV Production 1,500 144 
Media selection 1,100 105 
All other specialists 3,075 295 

TOTAL 21,875 2,100 


= What are we going to do about these 
requirements? it would be easy to say 
this is an industry problem and that the 
AAAA or the advertising clubs should 
give it their attention, which is a simple 
way of shrugging off the personal or in- 
dividual agency responsibility. But we 
must look at this, agency by agency, 
whether it be a large agency of over 1,000 
employes or whether it be a tight little 
group of ten people determined upon 
growth. No agency lives unto itself, op- 
erating in a vacuum. 

As an agency, you can’t stand still in 
this economy any more than can an auto- 
mobile manufacturer, or a producer of 
soaps, cheese, gasoline or beer. Whether 
we like it or not, the economy is expand- 
ing, and if we don’t grow at least in pace 
with the economy, others will meet the 
requirements and drive us down in rela- 
tive position. We have no choice. We can- 
not choose to relax or consolidate our 
gains. We must move in stride with our 
economic future or fall behind. And to 
fail behind is always risky business. So 
we al! have a stake in this personnel 
problem. Either we increase the pool of 
talent, through our individual and our 
cooperative efforts, or we will find our- 
selves competing in a market of scarcity, 
with the resultant critical problem of high 
costs and constant turnover. 


® So I'd like to state clearly the extent to 
which this personnel responsibility rests 
with each one of us. Let’s assume that 
your plan is to keep pace with the growth 
of our economy and the parallel growth 
of advertising volume during the next ten 
years. If this is the case, for each 100 spe- 
cialized personnel you now have, you will 
need 70 additional people to meet your 
growth needs and 25 to meet your re- 
placement requirements—95 personnel in 
all, or an average of about ten people per 
year. That’s ten per 100 specialized per- 
sonnel currently on your payroll. And 
these must be people not currently em- 
ployed by an advertising agency. 

If your recruitment and training pro- 
gram is not set up to accomplish this ob- 
jective, you will be forced into a position 
of cannibalizing the advertising business 
generally to meet your needs... 

I don’t mean by this that there will not 
be the normal, healthy shifts and changes 
of personne! in our business. It is not to be 
expected that any agency can meet the 
developing career requirements of each 
and every one of its employes. We will al- 
ways lose people through their impatience, 
their failure on or dissatisfaction with 
specific assignments, the inevitable per- 
sonality conflicts, or through occasional 
inability to provide for individual growth 
requirements in opportunity or compen- 
sation. One agency’s loss is another’s gain 
in these things—and usually if we lose a 
good man, we have only ourselves to 
blame. It is when outright raiding takes 
place that we should take a good square 


look at the harm we are doing to our pro- 
fession. This is what I call cannibalizing. 


® As individual agencies we should re- 
cruit and train on an orderly and planned 
basis; and our first emphasis should cer- 
tainly be on those who start their busi- 
ness careers in advertising. This business 
of ours needs a steady flow of young men 
and women out of our schools and colleg- 
es who select the agency field as a career 
because they know what it is—under- 
stand and respect it as a profession—and 
have the temperament, character and ap- 
titudes that fit them for it. 

Then, because we cannot recruit and 
“grow our own crops” fast enough to meet 
the requirements of the next ten years, 
we should also recognize the need to con- 
vert older, more mature men and women 
from other occupations to our business— 
people who have already acquired a meas- 
ure of experience in selling, public rela- 
tions or writing, and who have recogniz- 
able aptitudes for our business. 

I feel that we have no need to exercise 
restraint in the matter of proselyting in 
the non-agency fields. Each occupation 
or profession has its own responsibility— 
and we are drawn on often enough to 
meet needs in non-agency areas. Our 
challenge is to convert highly qualified 
people to our own ranks. 


® I would like to give you examples of 
what I mean in these two areas, out of 
our own experience, so that you will know 
that we are not just paying lip-service to 
these principles. 

In the area of recruiting men at the 
beginning of their business careers, I 
would like to use our Detroit office as the 
example, both because its size might iden- 
tify it more closely with the experience 
of the average agency, and also because 
Detroit is not one of the two major crea- 
tive centers to which advertising talent 
might normally flow. 

In 1950 we had about 150 people in that 
office. Now we have approximately 200. 
During the five-year period from 1950 to 
1955, we brought into the Detroit office 23 
young men who started in our mail room 
right out of college or the military service. 
Two of these young men were subse- 
quently attracted to other agencies. Only 
one failed to make the grade. The re- 
maining 20 men have now been with us 
from one to six years. Five are now rep- 
resentatives, four are in media, three in 
copy, two in production, two in adminis- 
trative work, and one each in art and tv. 

We consider this an excellent record. In 
the first place we were recruiting far be- 
yond the practice of the agency business 
generally. Second, we selected carefully, 
and each qualified candidate was inter- 
viewed by at least three of our key execu- 
tives before a decision was made to avoid 
the pitfalls of one-man enthusiasm. Third, 
after each was hired he was given com- 
prehensive tests by a qualified consult- 
ant in the field of vocational psychology, 
who spends a day a week in our office, 
giving continuing advice to these young 
men on self-improvement, and consult- 
ing with our management on progressive 
assignments designed to capitalize on spe- 
cial aptitudes and assure broadest possible 
experience. 


8 In the second area—that of bringing 
mature, experienced men from other 
fields into the agency business: It is sur- 
prising how great the rewards are in ap- 
proaching this opportunity with resource- 
fulness and a sense of innovation. 
During the past several years we have 
brought highly qualified people into our 
agency from the fields of grocery, drug 
and soft goods marketing, from the vari- 
ous media, from banking, law, architec- 
ture, accounting and engineering; from 
sales promotion and public relations; and 
from fields as wide apart as education, 
social service and the automobile busi- 
ness. Occasionally there is a failure to 
complete the transformation—but when 
we choose thoughtfully and wisely, these 
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The Creative Man’‘s Corner... 


Seon he'll pe a stady in 


seuusfaction and contentment 
S toy See Other shapes more moderately priced 


ee ee 


break. 


Reminiscent 


28 minutes to flight time... 


cumerstratien behand Ure controls af a giant airliner 
winging off on the last weg of a coast-to-coast run Bot right new. pinning here in 
Fhett Comtrol, he relaxes with « tastefully mild Dutch Masters Cigar 

Dutch Masters’ super tasts and aroma bring on an 
any tame’ Try the magnificent Corona de Lune at 


ud yoo. sooepaty mat [teh Masters 


It seems only a few months ago that we were looking at ads like this for the 
Coffee Bureau—ads distinguished by superbly human photographs of nurses, 
firemen, truck drivers and other hard-working human beings enjoying a coffee 


Now, in the same format—but certainly lacking the humanity of the coffee 
series—we see an airline pilot relaxing with a Dutch Masters cigar prior to 
taking off for the coast. The copy also lacks the humanity of the coffee ads. 
But, at a quick glance, the advertisement, entire, is more than reminiscent. 

It’s inevitable in this ad business that good campaigns are copied. Strangely 
enough, in our opinion, the copying does the original campaign more good than 
the one derived from it. For one thing, it stirs memories of the original. And, 
for another, the treatment seldom fits the other product. It is undoubtedly true 
that a goodly number of airlines pilots smoke cigars before taking off for their 
particular runs. However, this situation somehow lacks the impact, the convic- 
tion, of the nurse drinking the coffee, the bus driver taking a coffee break, and 
all those other wonderful people in those wonderful photos enjoying a cup of 
that wonderfully comforting, aromatic brown liquid. 

There must be an equally compelling way of presenting the satisfaction to 
be derived from a good cigar. There must be—but certainly this isn’t it. 


all's well” feeling of sheer 


failures are no more numerous than the 
failures that we experience among 
agency-trained people. 


s I have made no attempt to describe a 
system by which the recruiting job is 
accomplished. I am content to stress the 
need for this activity as an important 
agency policy worthy of the attention not 
only of the personnel departments, but 
also of top management executives. If 
you but practice the policy with serious- 
ness, I’m sure you will find the best ways 
to implement it, just as we have. ... 

It would be helpful if there were a 
better understanding of the “profile” for 
our business, to use a term which seems 
to have a kind of popular currency among 
some of our latter-day saints in the re- 
search field. 

The success of our procurement activi- 
ties will be limited by the extent to which 
our profession is understood and re- 
spected, certainly by the educators and 
business men of the American communi- 
ty, if not by the literate segments of the 
country as a whole. 


= On the subject of understanding and 
respect, we can start right in our own 


companies and be certain that our own 
people are not so absorbed with their 
particular problems that they fail to rec- 
ognize fully the contribution that adver- 
tising makes to the health and prosperity 
of this country and other countries and 
the potential contributions which it can 
make to these ends. 

Through many of its activities, the 
Four A’s is working toward a better 
understanding generally of advertising. 
These efforts should receive our support. 

A proper understanding of the values 
and functions of advertising have a pro- 
found effect, in my opinion, on the char- 
acter of the young people attracted to our 
business. I’m afraid that we tend to get a 
few too many who look upon the agency 
business as a quick route to big earnings 
and lush living, although those of us in it 
realize only too well that there are not 
the opportunities in this service business 
for many-figured incomes that exist in 
some other businesses; and there are too 
few who look upon employment in an 
advertising agency as an opportunity for 
creative expression and the development 
of specialized skills in the field of mar- 
keting—and all at the expense of hard 
work. 
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Just listen to Walter O’Meara’s 
column ...“What’s happened to the 
‘balloon’ in advertising? In the days 
when hard sell was really hard, we 
turned instinctively to this device. 
Why? Because nothing except motion 
itself can impart such aliveness to 
words and pictures as the continuity 
strip technique. 

“For this reason, half the reading 
of our time, perhaps, is done in con- 


tinuity strip form. The ‘strip’ and the 
‘balloon’ have never been more dom- 
inant in our public prints. 

“All of which makes it harder to 
understand their almost complete 
disappearance from advertising. 
Will they ever come back? I have no 
doubt they will. I think I can even 
tell you exactly when: when—as in 
the nature of all things it must—the 
going gets really tough again.” 


Betcha those fellows 
from PUCK are going to 
pick this article* up. 


Advertise 


Net Rules hve Vietion’ of 


Sena lors Told 


ae 


é 
| # Condensed from “‘Just Looking’’ by Walter O’Meara, Advertising Age, April 2 
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Your “balloon” and “continuity strip” ads 
belong in PUCK. So do all other ads meant 
to reach a mass market at minimum cost! 
Contact your PUCK representative, or write 
for ‘‘Best Read Advertisements in Print 
Media,” an interesting study of advertising 
readership based upon Starch figures. 
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Tips for the Production Man... 


Experiments in Typographic Research 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 

Associates, Mendota, III.) 

From time to time I have sought to 
point out the general lack of pure re- 
search in typography, while giving cred- 
it to those organizations which have been 
doing something along these lines. Here 
and now I want to extend the thanks of 
the craft to the Mead Paper Corp. and its 
outstanding publication, “Better Impres- 
sions.” 

The Mead Corp., Dayton, has, for about 
16 years, published this quarterly under 
the guidance of Frank Gerhart, director 
of advertising. In addition to the valuable 
editorial content, the publication appoints 
certain outstanding artists and typograph- 
ic designers to handle certain pages... 
and gives them carte blanche to go their 
own ingenious ways. 


a What they come up with should serve 
as an inspiration to the struggling pro- 
duction man who, perforce, must often 
serve as typographer and layout depart- 
ment plus a multitude of other duties. 

Mead makes full use, of course, of its 
various kinds and colors of paper stock. 
But within these pages you find new 
approaches to art, to the use of color, and 
to arrangement and choice of type faces. 

Little ways to break up copy blocks 
are shown; examples of clean and un- 
cluttered typography; tricks to dramatize 
headings; some new uses of color tint 
blocks. And over all, interesting and 
varied use of white space. 

Mead has been careful to devote a 
page to production notes. This listing tells 
you the names of the designers of the 
various pages, as well as type faces em- 
ployed and kinds of illustration and half- 
tone screen. 


= From time to time “Better Impressions” 
does some experimenting in format. But 
no matter how imaginative a turn is tak- 
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SOURCE OF IDEAS—One of the more con- 
ventional pages from Mead Paper Cor- 
poration’s Better Impressions. An interest- 
ing development of the idea that business 
cards may be returning to the trade cards 
of 100 years ago ... more force, more 

color, and stronger tie-in with product. 


en by these excursions, they always seem 
to be in good taste. 

We mentioned that, quite aside from 
what may be learned from design, the 
publication contains interesting meat for 
the advertiser and production man. 

A case in point is an article in the first 
quarter, 1956, issue which takes a look 
into business cards. They wonder if they 
are not swinging back to the trade cards 
of 100 years ago. This idea is developed 
in an interesting fashion, with reprints of 
some examples of outstanding current 
business cards. 

Since all of our readers buy paper, 
either directly or indirectly, I think there 
is a fair chance that you might get on the 
mailing list for “Better Impressions” if 
interested. Write Mead Corp., Dayton, O., 
attention Frank Gerhart. 


Looking at Radio and Television... 


Sights Turned on Programs and 
Problems of Fall Season 


By The Eye and Ear Man 


Enough preliminary reports are in to 
take a quick look at the programming 
and general problems of network tv for 
next fall. The look should cause neither 
alarm nor complacency. 

In general, the prices of programs will 
be up slightly. However, the use of re- 
peats at low costs will amortize most of 
the increases and the end price should 
be only 5 to 10% higher. Time costs will 
be up correspondingly. 

ABC will again take a giant step for- 
ward and be a stronger contender on 
more nights for the audience of the ma- 
jors. Station acquisition by ABC will be 
only slightly improved, causing a large 
handicap before achieving equality with 
NBC and CBS. Particularly, watch the ef- 
fect of good movies. This might well cause 
concern to some of the current video fa- 
vorites. 


® Circulation of the average show should 
be about the same as last season. Sets in 
use are dropping slightly and competi- 
tion is increasing. Sale of new tv home 
sets will be lower because of the high 
saturation of sets in general. All this will 
cause a leveling off of the increase in 
homes to the average program. Since 
costs will rise prcportionately higher this 


means higher net costs—perhaps as high 
as $5 a thousand homes a commercial 
minute. 

Color television will be accelerated, al- 
though not at the rate most advertisers 
would like. Consumers are still cautious 
and expecting a cheap miracle set. Pro- 
gamming is still too skimpy for any ur- 
gency in putting $500 or more on the line. 
But growth will come and in this first 
important color year new inventions may 
facilitate it. 

Magnetic tape will be in with a bound. 
The first result will be better repeats than 
kinescope at much less cost and some pos- 
sible experiments in film studios, live 
studios, and some clock time experiments 
—particularly in the daytime. In about a 
year magnetic tape will be commonplace 
and replace film to a great extent. 


s Commercials should be slightly im- 
proved and certainly will cost more. Ad- 
vertisers are beginning to realize that 
they have been skimping on the one thing 
that pays all the bills: the device that 
sells. It is possible that 10% of time and 
talent of any tv program will be de- 
voted to commercials. This means more 
big-time Hollywood commercials and 
more animation. It also means more fresh 
and fewer repeated commercials. Look for 


a frenzy of magnetic tape racks in agen- 
cy studios while the boys and girls try 
out some of their wacky pet ideas at little 
cost to the client or agency. 

Several program trends are apparent. 
The “Robin Hood” success caused the 
same English studio to turn out two more 
adventure stories—“Sir Lancelot” and the 
“Buccaneer.” The bunch that made “Rin 
Tin Tin” is hard at work on “Circus Boy.” 
Look for more adventurers or robots or 
cowboys in that magic time when the 
entire family watches television together. 
On the whole they are better than be- 
fore. 

There are so many adult cowboy series 
proposed this year that it is inevitable 
that several may join the ranks of “Wy- 
att Earp” and “Gunsmoke.” West Point 
comes to life this year instead of “Mama.” 
NBC is throwing Steve Allen against Ed 
Sullivan, and Herb Shriner will carry 
CBS colors in an attempt to hold the Phil 
Silvers Tuesday night dominance. 

More comedy half hours are going off 
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than are coming on. “Our Miss Brooks,” 
“Meet Millie,” “It’s a Great Life,” “It’s® 
Always Jan,” regardless of their merit, | 
are out—among others. Good comedy is 
still the crying need of the 1956-57 sea- 
son. 

The old hour dramas will be back, 
some of them as an hour and a half. More 
spectaculars are indicated as a way of 
life. More musicals will try to out-Welk 
Welk, including himself. 

In general CBS seems likely to main- 
tain its lead over NBC on most nights. 
Wednesday will still be the dullest night 
of the week, with the opportunities wide 
open to ABC to take both majors. 

Too many vendors of programs found 
themselves late for the selling season this 
year. Already talk about preparations for 
the fall of 1957 is heard. Lots of pro- 
ducers can turn out a good Western or a 
good dramatic series or a good kids’ show. 
Only remarkable people can make mass 
audiences laugh. Television must have 
some new comics. 


James D. Woolf is on vacation. His column, Salesense in 
Advertising, will be resumed when he returns. 


Employe Communications... 


Community Relations in the Classroom 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

During the week of July 26, a group of 
pioneers in communications will assemble 
at the New York State School of Industrial 
Relations at Cornell University, Ithaca, 
for one of the truly worth while seminars 
in the field: community relations. 

This is the fourth such conference to be 
held by the school under the able direc- 
tion of Prof. Wayne Hodges. Students 
registering for the non-credit, one week 
course undergo a shirtsleeves exposure to 
such topics as community leadership; or 
ganization and planning in specific com- 
munities; communicating with industrial 
personnel in the community; com- 
municating with out-of-plant publics in 
the community; contributing time and 
money—how much and to whom; and de- 
termining the bases of effective indus- 
trial community relations. Students are 
housed at the Statler Inn on the Cornell 
campus. 


® Last year’s productive faculty included 
Steve Smoke of Hill & Knowlton; Gwyn 
Thomas of the Manufacturers Assn. of 
Syracuse; Robert Sloan, Crouse-Hinds Co.; 
Ellis Trefethen and John T. McCarty, 


Genera! Electric Co.; George Paul of Dun 
& Bradstreet; Jess H. Blackmore of Gen- 
eral Motors; Harry Levin of Celanese 
Corp. and Prof. Hodges. 

Too much community relations is played 
by ear. The larger concerns long ago de- 
veloped a community awareness, on the 
basis that getting along with neighbors is 
simply smart business. Many of the me- 
dium-size concerns, however, neglect 
their community relations and then moan 
because the scribes of organized labor 
beat them repeatedly to the punch in the 
press and elsewhere in the arena of public 
opinion. 

Here is a specific, personal example of 
apathy at the community level: To the 
business tycoons of a fairly large manu- 
facturing city, assembled in solemn con- 
clave with the community’s publishers, 
radio and tv executives, this suggestion 
was made. Let the publishers and stations 
cooperatively offer a free training course 
in news gathering to representatives of in- 
dustry, to firm up the sluggish working 
alliance between these groups. If in- 
dustry moaned about poor, inadequate 
coverage of industry, let this training 
course correct it. Let industry be taught 
what news is, how to gather it, how to 
submit it. 

The result, as anyone could guess, was 


Just Looking... 


To young copywriters I recommend 
the reading of Greek plays and French 
novels. 

The ancient Greeks and the modern 
French have one thing in common: an 
almost startling knack of being direct 
and explicit. 

When Electra appears on the stage, 
she leaves no doubt about what she is 
doing there. She begins: 

“O sable night, nurse of the golden 
stars! beneath thy pall I go to fetch 
water from the brook with my pitcher 
poised upon my head...” 

The French are equally to the point. 
In “The Red and the Black,” Stendhal 
writes: 

“In a few days, Julien was madly in 
love. ‘One must admit,’ he said to him- 


By Walter O’Meara 


self, ‘that her kindness of heart is an- 
gelic, and that no one could be pret- 
tier.’” 

It would take most writers at least a 
few pages to say that. But the French 
have this genius for the direct state- 
ment. They never bother with transi- 
tions. They go by Anatole France’s 
rule: 

“The way to make a transition is to 
make it.” 

Nothing is more essential to a copy- 
writer than these same qualities of di- 
rectness and explicitness—the ability 
to write a clean, simple sentence that 
says exactly what needs to be said. 

And I can think of no better way to 
acquire them than a study of Euripides 
and Gide. 
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OF BUYER INTEREST 


Among the commodities dear to advertising and marketing men 
these days, few rate higher than ordinary time. Plain, precious, 
everyday time. And going rates keep going higher on it, which 
is one reason why even the best salesmen, good direct mail and 
other sales media get so little of it to tell your sales story. 


Thus, when you see advertising decision-makers allocating 
generous amounts of time to reading one particular publication, 
Advertising Age—at home, in the office, on the 5:20 and again 
on the 8:05—you can bet the news, ideas and bellwether articles 
of advertising and merchandising are well worth their while. 


And when you find that more of these specifiers and buyers of 
advertising subscribe to Advertising Age than any other adver- 
tising journal—2,367 more than the 2nd paper—over 124,000 
readers at 3.78 readers per copy—the figures add up to one sig- 
nificant fact: 


/ rs we Peni Advertising in Ad Age is well worth-while too. 
| | sme 


Circulation figures (32,561 ABC-paid) point to it. Linage figures 
(50.3% of the top five advertising papers) point to it. First 
places in readership studies (44 in all) point to it. 


There’s one way you can clearly prove this for your own busi- 
ness and enjoy real buying power at the same time. Specify 
Advertising Age for your next schedule. 
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nothing. Protests to-the plan were based 
on industry’s contention that the plan in- 
volved too much time and effort. After 
two years, during which the motion lay 
tabled, the unions in the community have 
consistently scooped the ground out from 
under industry and have arranged to build 
strong, almost militant anti-industry sup- 


On the Merchandising Front... 


port among many in the community. 

The Cornell seminars are designed to 
show people how to handle community 
relations, and some of the intellectual 
swaybacks of industry might do well to 
return to the classroom. They might not 
get passing grades, but they would have 
their eyes opened. 


‘Pup’ Outlets Vs. Giant Retail Outlets 


By E. B. Weiss 


The auto agency has been among the 
last holdouts against the broad retail 
trend toward inventory diversification. 
Now this last truly specialty retailer is 
beginning to look longingly at other 
lines—prodded by the 
shrinking net profit 
percentage in car re- 
tailing. 

Of course, a small 
number of car dealers 
have for years engaged 
in sundry other activ- 
ities. But this has 
tended to be done in a 
small way; and some- 
times almost furtively 
—perhaps because the auto manufacturers 
have not looked too kindly on inventory 
diversification by category by their agen- 
cies. 

However, there is plenty of evidence 
that the dictatorial control by the auto 
factory of the auto agency is being weak- 
ened. This captive outlet—and the auto 
agency without question has been a cap- 
tive outlet—is beginning to assert a new 
degree of freedom. And with certain at- 
titudes and developments in Washington 
applying pressure from that end, it would 
appear as though the end of the puppet 
era of the auto agency cannot be too long 
delayed by the manufacturers. 

As a consequence, we find—as a straw 
in this particular wind—that a Middle 
West distributor for the Chrysler Airtemp 
room air conditioner line is beginning ac- 
tively this year to sell this line through 
automobile dealers. The distributor is the 
Electric Supply Corp., located in Chicago. 
It hopes to move up to 4,000 room con- 
ditioners in 1956 through Chrysler, De- 
Soto, Dodge and Plymouth dealers with- 
in a 100-mile radius of Chicago. (This 
distributor will move some 8,000 units in 
total in 1956, so its objective is apparent- 
ly to sell about half its total volume 
through auto agencies.) 

I should imagine that the auto agency 
could move a sizable volume of room 
air conditioners—although it may have 
to learn how to do this job at discounts 
because the air conditioner is very much 
in a “discount” market. In other words, 
if these dealers are refugees from the 
discount operation, they will find that 
they have jumped from the proverbial 
frying pan into the proverbial fire. (Con- 
ditioners in cars really bring the auto 
agency close to the conditioner market.) 

It would appear to me that the auto 
agency could move other merchandise 
classifications as well. Moreover, the auto 
agency might even develop still further 
that proved technique of using certain 
merchandise offerings as traffic lures— 
and, in time, the auto dealer might even 
become a genuine merchandiser instead 
of leaving this field to the discount lots. 

Apparently, nothing can stop—for some 
time to come—this broad trend toward 
general-store merchandising by all types 
of retailers. For example, the National 
Assn. of Tobacco Distributors reports that 
the country’s 1,400,000 cigaret outlets are 
becoming the “discount houses” of the 
smaller cities. Television sets are not un- 


E. B. Weiss 


known in tobacco outlets—also small e!ec- 
trics, costume jewelry, electric shavers, 
etc. (Some of this business is being done 
through discount catalogs made available 
by tobacco wholesalers.) 

The food super, which obviously aspires 
to become a new type of junior depart- 
ment store, is now eyeing television tubes 
—in California, where the food super is 
already very much of a junior depart- 
ment store, it is expected that this out- 
let will move over $1,000,000 in tv tubes 
this year. 

I see that the ultra-conservative and 
ponderously slow-moving Woolworth 
chain is testing prescription business in 
New Orleans. This is a “professional pre- 
scription department” operation. Very in- 
teresting. 

Why even the New York subway news- 
stands are experimenting with phono- 
graph records—and these discs, be it 
noted, have already traveled from the 
music store to drug stores, food supers, 
some gas stations, etc., etc. 

However, while—as I mentioned a mo- 
ment earlier—nothing can apparently 
even slow down this general-store trend 
in retailing for the near-term, I assume 
that, as with all good things, retail in- 
ventory diversification must have a sat- 
uration point; a point of diminishing re- 
turns. But even more important, 1 think, 
is the logical conslusion that a powerful 
trend in one merchandising direction al- 
most automatically sets up an oppor- 
tunity in precisely the reverse direction. 
I conclude, therefore, that the time is 
ripe for a return of the specialty-store 
concept in various fields—modernized, 
of course. 

But the attention of mass retailers, at 
the moment, is fiercely focussed on the 
multi-department operation. It may be a 
long time before a large chain, for ex- 
ample, decides to experiment with a re- 
versal of its field. But some day it must 
happen. 

As a matter of fact, a step in this very 
direction has been taken recently by the 
Sunset Appliance Stores of New York, a 
cut-price chain with a well-deserved rep- 
utation for vigorous merchandising. This 
hard goods chain plans to open at least 
10 so-called one-man or “pup” outlets. 
These holes-in-the-walls will have only 
one salesman in attendance. Some of the 
merchandise will be sold through cata- 
logs—as a matter of fact, these “pup” 
units bear a remote resemblance to the 
original catalog order stores of Sears. 

But the interesting point about this de- 
velopment is that the “pup” store will 
merchandise a tiny line as compared with 
the regular giant Sunset outlets—and, of 
course, their tiny size also reverses the 
trend toward huge outlets. This chain 
now has some 22 large outlets, so this 
experiment is being undertaken by one 
of the largest chains of its kind in the 
nation. 

I am completely convinced that a point 
must eventually be reached beyond which 
returns from giant store units stocking 
everything under the sun will begin to 
droop. And profits from the new lines 
may drop even faster. This development 
may not be too far away—and, if and 
when it arrives, we may see other chains 
eyeing the “pup” outlet. 
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Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


training.) 


OUR 3 STORES OPEN THURSDAY NIGHT! 
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More on the subject mentioned recent- 
ly—the matter of making ads fit life and 
living. Suppose you are a prospect—ordi- 
nary, or excellent—for an air conditioning 
unit. You are not an imbecile, a million- 
aire, or a nitwit. 

You start to read this ad. First, you are 
deterred some by type inversion. You 
likely read the big line of type first. Then 
—do you or don’t you go to the top of the 
ad? Or do you read on down? It is not 
particularly smart to make readers jump 
a fence—if ever so small—when they 
could be easily let through a gate. 

Most of the space is devoted to a unit 
“for as low as $2.80 per week.” That im- 
plies scmething else among Thinlines will 
cost more per week. How many weeks? 
52, 78, 104? For life? 


® There is a tendency for some advertis- 
ers to advertise nothing but weekly pay- 
ments. I will never believe—unless re- 
search and surveys come up with some- 
thing new—that it is a valid or honest 
way to advertise. 

The copy says this is “a small price to 
pay for filling your home with dry, cool, 
healthful air all summer long.” What 
home? What size home? A dollhouse or a 
mansion? Do I pay only through the sum- 
mer? Copy also says the unit “takes up 
ly less space.” Than what? Last year’s 
GE models? Or what? Copy also says 
“only 16%” deep.” The illustration is 
marked “16%.” Inches I suppose? But so 
small an inaccuracy in so obtuse an ad is 
not worth mentioning. 

Color isn’t mentioned, but of course 
purchasers don’t care what color such 
items are. Or do they? And of course ca- 
pacity is not mentioned. Is it % ton, or 
larger, or smaller? People who buy sim- 
ply because it’s $2.80 a week don’t care? 
Why should they if it fills their homes 
with cool als, regardless of size. 


® At the bottom, display says: “BUDG- 
ET-MINDED? Look at these super spe- 
cials.” Apparently they are cheaper than 
the top unit, which is not a super special. 
The %-ton unit at bottom must not be a 
Thinline? Or is it? If it costs less than the 
top unit, the $2.80 weekly may be pay- 
ments for life. 


Copy on the $239.95 item says, “You 
can’t beat GE’s top-quality performance.” 
If this is cheaper than the upper one, and 
has top-quality performance, why should 
I pay $2.80 a week permanently—or at 
all? This must be less per week. It’s 
“BUDGET” priced. 

Does the department store install the 
unit? For how much? 

If they don’t, can the reader? Is it hard 
to do? 

Will the store suggest someone to in- 
stall it? 

Many managements of stores are so 
preoccupied with just running a store 
they have no time to run those stores 
where they should go. They are so busy 
just operating, they forget they are entre- 
preneurs and that manufacturing cus- 
tomers is their single most important job. 

Some stores could make it harder for 
prospects to read, learn, and buy from 
some of their ads than at present. But 
they would have to employ untutored 
Igorots to do their advertising to achieve 
that end. 

* * * 

In the same paper, on the same page 
with this ad, I read how the St. Paul 
school board has voted a strict austerity 
regime for the next school year. No foot- 
ball, no basketball, no kindergarten, no 
drama, no choral groups, no debating. And 
the high school day will be cut, and stu- 
dents can take only four major subjects. 
Why? Because that’s the only way a $50 
a month pay raise can be given teachers. 
The voters twice voted down tax increases 
to achieve that end. So the school board, 
(sounding petulant) “shows the public.” 

I'd like to bet that the school board 
didn’t do an earnest, sincere, service- 
rendering selling job on the public before 
the balloting. The American public is 
generous in granting higher rates for 
local civic bodies and affairs, when they 
understand and are fully informed. Stores 
—like school boards—that do a weak and 
ineffective selling job, will sooner or 
later have to curtail services to the public 
or their stockholders, and it will probably 
never occur to them that they failed in 
their first duty which is to operate an ef- 
ficient “machine” for the selling of mer- 
chandise profitably. 
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AN ALL TIME HIGH IN CIRCULATION— 


During the first six months of ’56-H4G delivered the highest circulation for any first six month period in its entire history.* 


It all started with the January 1956 issue— 


Since then each succeeding issue has sparkled with newly added 
editorial vitality. All created and presented to satisfy the needs 
of better than average home-owning families seeking a more 
gracious way of living—and there are millions of them. 


Yes, something is happening to House & Garden. 


If you haven’t seen a copy lately, turn through the current issue. 
You’ll quickly see why H&G is shaping-up as one of the “hottest” 
buys in the home service field today. Also, why more and more 
sellers of quality products are adding H&G to their schedule. 
If you sell the same—you belong in House & Garden too. *pus. ESTIMATE 


House & Carden a Condé Nast Publication + 420 Lexington Avenue + New York 17 + N. Y. Boston + Chicago + Los Angeles 
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Advertising Age, June 11, 1956 


Sell Your Salesmen on Your Companies’ 
Ad Aims, Zenith’s Isgrig Urges Sales Execs 


(Continued from Page 1) | 
ket research and proper timing | 
turned out to be the most import- 
ant factors in the successful mar- 
keting of milk vending machines, 
according to Thomas A. Buckley, | 
vp in charge of sales and market- 
ing of Vendo Co. 

Vendo first became interested in 
selling milk via machines as far 
back as 1938, Mr. Buckley said, 
but it was not until 1954 that the 
company actually started produc- 
ing and selling the venders. This 
was a ripe time because the gov- 
ernment and milk companies were | 
looking for other ways to dispose 
of a large fluid milk surplus. 

When the plan was endorsed by 
a number of milk producers asso- 
ciations, Vendo was prepared to 
move immediately, having already 
determined the market potential, 
the most desirable sizes of milk 
cartons and other vital data. 

In 1954, Vendo sold 3,000 ma- 
chines in eight months for more 
than $600 each. Last year, the 
company sold 7,000 of the venders. 
Almost 50% of the 16,000 milk 
venders on location throughout 
the U.S. were placed by Vendo, 
Mr. Buckley said. 

The market surface for the milk 
venders has barely been scratched, 
Mr. Buckley added. The machines 
have helped reduce the milk sur- 
plus. The estimated drop in milk 
surplus last year amounted to 
150,000,000 Ibs., of which 125,000,- 
000 lbs. consisted of vending ma- 
chine sales, Mr. Buckley estimat- 
ed. 


| 


s Tony Whan, vp of Pacific Out- 
door Advertising Co., Los Angeles, 
and new board chairman of the 
National Sales Executives, criti- 
cized the bulk of advertising done 
by automobile dealers. 

“Car dealers today are selling 
price and not the car,” Mr. Whan 
said. “All they are telling the pub- 
lic is what a good deal they will 
make on a car and nothing about 
the qualities of the car.” 

“Soft spots” in any industry are 
caused by companies that do not 
create desires for their products, 
Mr. Whan said. Almost anything 
can be accomplished if a desire for 
a product can be created with the 
consumers, he said, and advertis- 
ing can create such desires. 

He estimated that companies will 
spend more for advertising this 
year than any time in the past, 
and said they must do more adver- 
tising in order to get a larger part 
of the market. All industries are 
competing with each other for the 
consumers’ dollars, Mr. Whan add- 
ed. 


s Karl Ljung, vp of Jefferson 
Standard Life Imsurance Co., 
Greensboro, N.C., predicted that 
life insurance companies will 
spend more money on advertising 
in the next 10 or 15 years. He ad- 
mitted that insurance companies 
have always been poor advertisers. 

There is terrific competition be- 
tween the insurance companies to- 
day for a share of the market, Mr. 
Ljung said. He said there is a 
trend toward selling larger insur- 
ance policies at reduced rates. In- 
surance companies have found 
that they can handle the larger 
policies cheaper than smaller ones, 
he said. 

Four companies—New York 
Life, Lincoln National, Massachu- 
setts Mutual and Mutual Benefit of 
Newark—are selling the larger 
policies at lower rates, he said. 
All of the companies, with the ex- 
ception of Massachusetts Mutual, 
are stressing the lower rates in 
their advertising, Mr. Ljung said. 


s Eugene B. Mapel, vp of Bar- 
rington Associates, predicted that 


product managers and market re- 
search departments will become 
more important in the future mar- 


keting operations of companies. 
“A product manager is a ‘mer- 
chant’ who participates in every- 
thing about products from its or- 
iginal design through its packaging 
and selling phases,” Mr. Mapel 


|said. “The product manager will 
| play a more vital role as a channel 


of communications among sales, 
research, development and manu- 
facturing departments.” 

The market research depart- 
ment will grow into an “engineer- 
ing” function of the sales depart- 
ments of companies, Mr. Mapel 
said. He predicted that new and 
more precise scientific techniques 
would be used by market research 
departments to earn the “engi- 
neering” label. 

Marketing departments should 
be given the responsibility for 
spearheading innovation in prod- 
uct design or improvement. “Top 
management can no longer say, 
‘You sell what we want to make,’ 
because in that attitude is the 
pathway to a dried-up market,” 
Mr. Mapel said. 


® Willard A. Pleuthner, vp of Bat- 
ten, Barton, Durstine & Osborne, 
and “brainstorming” expert, gave 
the sales executives an insight in- 
to creative thinking. Two panels 
of 10 salesmen each came up with 
175 ideas in 20 minutes under Mr. 
Pleuthner’s direction. 

One of the problems discussed 
by a panel was, “New ways to 
save an executive’s time.” Follow- 
are some of the 100 ideas 
voiced by the panel: 


e Save reading time by using a 
clipping service. 


@ Use telephone conferences rath- 
er than traveling. 


e Have lunch once a week with 
your staff. 


e Make and receive no telephone 
calls between 9 and 11 each morn- 
ing and use the time for creative 
thinking. 


e Exchange jobs with other exec- 
utives of your company periodi- 
cally. 


e Eliminate unnecessary meetings. 


@ Delegate more authority to sub- 
ordinates. 


Gibson Lighter Enjoined 

Ronson Art Metal Works Inc. 
has obtained a judgment and 
damages against Gibson Lighter 
Mfg. Corp. Gibson and ten other 
defendants were charged with un- 
fair competition in the sale of 
cigaret lighters. The judgment re- 
strains the defendants from mak- 
ing lighters unless they are “con- 
spicuously marked and labeled”’ as 
to their source of manufacture. 
They are also enjoined from using 
or simulating “Ronson’s slogans 
or its pictorial representations in 
advertising matter.” 


Youngheart Kaduson 


sales promotion, and Douglas S. 


Clark 


Mosley 
LIQUOR CONFAB—George E. Mosley, vp in charge of advertising and 


Clark, advertising manager, Sea- 


gram-Distillers Co., confer with agency executives Samuel O. 

Youngheart and Jack Kaduson on fall-winter promotional plans. 

Mr. Kaduson is vp of Roy S. Durstine Inc., which handles Seagram’s 

V.O. Canadian whisky and Ancient Bottle gin, and Mr. Youngheart 

is vp of Warwick & Legler, which handles 7 Crown whisky and 
Seagram institutional. 


Decentralized Responsibility Helps Chrysler 
Gird for ‘Immense’ Future, Colbert Declares 


Detroit, June 6—Chrysler Corp. 
has stepped up the process of 
building more “muscle and speed” 
into its organization in preparation 
for “future opportunities on an 
immense scale” in the auto indus- 
try, President L. L. Colbert said 
yesterday. 

In an address at the 23rd com- 
mencement of the Chrysler Insti- 
tute of Engineering, Mr. Colbert 
said the corporation has been re- 
deploying its people and facilities 
because the automobile business is 
“dynamic and changing—and what 
may have been a perfectly satisfac- 
tory way of doing things in the 
past may not be the right way 
now.” 

Mr. Colbert gave as an example 
the corporation’s divisionalization 
program, which he said is based on 
the principle that “the bigger an 
organization becomes, the more 
necessary it is to give more author- 
ity and responsibility to the people 
who manage its individual parts. 

“In the past two years we have 
been stepping up the process.” 


s “The full results of the acceler- 
ated decentralization of the com- 
pany,” he said, “may not be vis- 
ible for some time to come. Al- 
ready, however, we have seen 
enough good results to show we 
are on the right track, and we will 
keep pushing ahead with the pro- 
gram. 

“As we look to the future, we 
see opportunity on an immense 
scale for the automobile industry 
generally and for Chrysler Corp. in 
particular. We are preparing to 


SE res 1s wear wanes -40@ comp omeo 


CATION ROU TOAM COB MMDND $825 


sone romerume roe vou. ir! 


PURPOSEFUL—The white space in this ad is not just for looks, it’s il- 
lustrating “air,” the main talking point of Dayton Rubber Co.’s air- 
conditioned Koolfoam cushioning. During June the ad will run in 
Furniture Manufacturing, Furniture Production, Furniture South 
and Upholstery Magazine. Norman D. Waters & Associates is the 


agency. 


make the most of that oppor- 
tunity,” he stated. 

“Above everything else,” Mr. 
Colbert stressed, “it is going to 
take the right kind of men—men 
who are individuals, men who can 
draw upon themselves and their 
own inner resources for the extra 
effort when it is needed.” 

He added: “We need men who 
go into the automobile business 
| because they like it—because they 
get a lift out of the exciting work 
|it offers—because they are con- 
vinced it gives them the best 
|chance to grow and develop their 
own talents.” 


s “Of all the kinds of competition 
there are in the automobile busi- 
ness, I can’t think of any that 
is more fundamentally important 
than competition among the in- 
dustry’s engineers and designers. 
In spite of the very great im- 
portance of sales and production 
and purchasing and the many oth- 
er activities that keep a company 
in business, what the engineer and 
designer do with their ideas is 
basic to the company’s success,” 
he said. 


Calitornia Packing May 
Buy Canadian Canners 

California Packing Corp., packer 
of Del Monte brand products, has 
offered to buy a two-thirds inter- 
est in Canadian Canners. The offer 
has the approval of the Canadian 
company board and will be sub- 
mitted to shareholders with the 
recommendation that it be ac- 
cepted. 

Calpak reported sales of almost 
$250,000,000 in its last fiscal year. 
Canadian Canners, packer of Ayl- 
mer brand, had sales of approxi- 
mately $42,000,000 in 1955. When 
the transaction becomes effective, 
both Del Monte and Aylmer brands 
will be nationally advertised in 
Canada. Del Monte currently has 
limited distribution in Canada. 


Lourie Succeeds Stuart as 
Quaker Oats Chief Exec 

Donald B. Lourie, president of 
Quaker Oats Co., Chicago, since 
1947, has assumed the mantle of 
chief executive officer of the 
company. The appointment came 
with the resignation of John 
Stuart, 79, board chairman and 
chief executive officer since 1942, 
effective Sept. 12. 

Mr. Stuart will be succeeded as 
board chairman by R. Douglas 
Stuart, former president and 
|former vice-chairman. The latter 
finished his duties last month as 
|U. S. ambassador to Canada. 
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Mail Rate Bill 
Faces Opposition 
on House Floor 


(Continued from Page 1) 
Tenn.), chairman of the post of- 
fice committee, said he is willing 
to stake the future of the rate bill 
on the willingness of the House to 
go along with the increase on let- 
ter mail. 

Rep. Murray said the whole rate 
bill falls unless the 4¢ letter rate, 
source of nearly $200,900,000 of the 
estimated $340,000,000 of new rev- 
enue, is approved. 

He pointed out that the proposed 
3¢ rate on individual items of third 
class mail, and 2¢ bulk third class 
rate would be out of line unless the 
first class rate is increased. 


® Despite the quick clearance from 
the rules committee, the rate bill is 
racing against time. In view of the 
hostility of the House leadership, 
there was no immediate certainty 
when the bill will be called up for 
consideration. Meanwhile congres- 
sional leaders have been talking of 
adjournment by mid-July. 

Rules committee members re- 
ported strong pressure from the 
White House to pass the rate bill. 
President Eisenhower specifically 
told congressional leaders this 
week that he needs the rate bill in 
order to assure a safe margin for a 
balanced federal budget. 

Rules committee members 
seemed reluctant about the first 
class increase and probed for a 
sign that Rep. Murray might agree 
to further increases in second class 
rates. 

Rep. Leon Allen (R., Ill.), rank- 
ing Republican on the committee, 
blasted “trash” like True Romance 
and “Klondike Pete” and. de- 
manded to know why “my people” 
should be subsidizing them. 


s Rep. Howard Smith (D., Va.), 
rules committee chairman, pro- 
tested that second class is the 
source of half the postal deficit but 
is asked to provide only a tenth of 
the new revenue. 

Rep. Murray pointed out that the 
bill provides for a 120% increase 
on the advertising portion of sec- 
ond class matter over a five year 
period. He warned that some pub- 
lishers would be destroyed if they 
were required to pay fuil postal 
costs. 

Debate over second class rates 
was sparked by figures submitted 
by Rep. Murray giving alleged 
“losses” on individual magazines. 
Among the figures cited at the 
hearing were these: 

The Saturday Evening Post— 
postage paid: $3,448,000; “cost”: 
$9,557,000; “loss”: $6,100,000. 

Reader’s Digest—postage paid: 
$1,082,000; “cost”: $5,891,000; 
“loss”: $4,810,000. 

Life—postage paid: $7,485,000; 
“cost”: $16,579,000; “loss”: $9,100,- 
000. 


s Rep. Ray Madden (D., Ind.) 
thought Life should pay 50¢ a 
copy. He protested that big mag- 
azines are “mouthpieces for the 
Republicans” and that Life is so 
heavy with ads that “a postman 
can’t walk three blocks with a 
dozen copies.” 


| AANR Elects Officers 
| William H. Metz, 
|Howard Newspapers, has been 


of Seripps- 


| elected president of the New York 
|chapter of the American Assn. of 
|Newspaper Representatives. He 
succeeds William Johnson of John- 
ison, Kent, Gavin & Sinding. 
Herbert R. Meeker of Scolaro, 
Meeker & Scott was named vp, and 
| John J. Rahill of the Texas Daily 
Press League, was reelected treas- 
‘urer. Steve Hamlyn of the Katz 
'Co., was again named secretary. 
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LANDING\ — 


Jesse H. Jones, 82, 
‘Houston Chronicle’ 
Publisher, Dies 


Houston, June 6—Jesse H. 


/moved to Houston 


death of his father, Mr. Jones, then | 
19, headed for Dallas and worked 
for his uncle in a lumber yard. He 
in 1898 and 
within nine years owned 69 lum- 
ber yards in Oklahoma, Texas and 
New Mexico, and had already 


STR\? | Jones, 82, owner and publisher of | branched out into real estate. He 
|the Houston Chronicle, financier, | built 10-story buildings in Houston 


as seen by 
JOHN BURGOYNE 


fluential members of the admipis- | 


|builder and one of the most in- | during the depression of 1907. 


|tration of Franklin D. Roosevelt,|# During World War I, Mr. Jones. 


| died late Friday in St. Luke’s Hos-| was named director general of the 


We're not often overwhelmed by 
unusual selling pitches, but once in 
a while we get a mite confused. For 
example, cigarettes keep getting 
milder and milder until it’s hard to | 
tell whether you are smoking or just 


inhaling wind through a white tube. 
Wonder what might happen if some 
extra-brave advertiser said “Our 
Cigarettes are Good—and Strong! 


+ * * 

A maker of margarine who had an 
established, long-time brand began 
to be concerned about the possible 
loss of sales because of the entry in 
the field of several new brands, plus 
extra promotional activity-——-many 
free deals and couponing—among 
other regulars. A competent opera- 
tor, he also knew a thing or two about 
how to get the facts on his competi- 
tion and himself. So what do you 
suppose he did? Called in Burgoyne, 
of course. Burgoyne ran panel tests 
in Louisville, Indianapolis and Day- 
ton, found that the fears of the mar- 
garine-maker were weli-based. A 


new advertising approach, later 
tested, salvaged much of the lost | 
ground. Like we told you before, 
Burgoyne is the man with the an- 
swers. 


The lucky people who have private 
swimming pools have troubles of 
their own unless their water supply 
is practically for free. Sunburn lo- 
tions, creams and unguents have a 
narsty habit of floating off the wearer 
and winding up as an oil film on the 
pool surface, so the owner swears 
like a pirate and refills the tub at 
prohibitive prices, not to mention a 
scrubbing job. A manufacturing 
chemist thought there might be a 
market for a sunburn preventive 
that didn’t louse up the pool, re- 
tained Burgoyne to make panel tests 
in Columbus, Cedar Rapids and Cin- 
cinnati. Result—no sale. Seemed 
there was one pool owner for every 
25 regular guests, pool owners found 
guests completely uncooperative as 
to brand. Victim of venture lost hat- 


band, not shirt. If you want to try 
something new, ask Burgoyne before 
you commit the family fortune. 


FIRST WATINAL BANK BLDG., CINCINNATI 2, ontd | 


pital. 

In 1926, Mr. Jones became own- | 
er and publisher of the Chronicle. | 
He also owned Radio Station| 
KTRH, Houston, and 32% of the 
stock of KRTK-TV. 

Mr. Jones, the son of a Tennes- 
see farmer, with little more than 
an eighth grade education in a 
country school house, rose from 
a lumber yard worker in Dallas 
to create one of the largest for- 
tunes in the country and become 
the virtual “father” and builder of 
the city of Houston. During an ac- 
tive career which stemmed from 
his arrival in Houston in 1898 to 
1945, when he was asked to re- 
sign from Roosevelt’s Cabinet, Mr. 
Jones had served under two presi- 
dents, including Herbert Hoover. 


s From 1932 to 1945 he served as 
head of the Reconstruction Fi- 
nance Corp., and was the wartime 
(1940-45) Secretary of Commerce. 
As far as money matters were con- 
cerned, he was considered the 
most powerful man in Washing- 
ton, overseeing the huge funds ad- 
ministered by the RFC. He was 
said to have watched these funds 
with the same sense of responsi- 
bility which helped him amass a 
fortune estimated at $100,000,000. 

In September, 1940, President 
Roosevelt named him Secretary of 
Commerce, while still holding onto 
his job as head of the RFC. Mr. 
Roosevelt forced him to resign in 
1945 to make room for Henry Wal- 
lace. Mr. Wallace, by now an ex- 
vp, was in line for the post because 
of his aid to the Roosevelt cam- 
paign in 1944. After this episode, 
Mr. Jones refused an ambassadori- 
al appointment and remained close 
to Houston for the rest of his life. 


= In the field of building and con- 
struction, Mr. Jones was credited 
with the almost singlehanded con- 


struction of the city of Houston, 
building and owning no less than | 
35 of the city’s skyscrapers. It has | 
been said many times that if all) 
the buildings in downtown Hous- 
ton built by Mr. Jones were de- 
molished, there wouldn’t be a 
building left over three stories 


high. At one time in New York 
City, he had considerable interests | 
in 45 structures, in addition to 
interests in Memphis, Dallas, and | 
Nashville. Interests in banking and | 
lumber also swelled his fortune. | 

In 1951, Mr. Jones wrote his| 
memoirs, castigating many of the| 
enemies he had picked up in his | 
Washington days. He called Wal-| 
lace “an incompetent meddler with | 
screwball ideas” and characterized 
Roosevelt as a ruthiess “total pol- 
itician.” 

He was born on April 5, 1874, 
in Robertson County, Tenn. On the | 


department of military relief of| 
the American Red Cross. In 1920) 
he married Mary Gibbs of Mexia, | 
Texas. By 1924, Mr. Jones had ar- 
rived on the national scene when 
he was named chairman of the 
finance committee of the Demo- 
cratic National Committee. He was 
reported to have contributed $50,- 
000 to the campaign to cover the 
deficit. 

In 1932, President Hoover need- 
ed a Democratic member for the 
newly-created RFC. John Nance 
Garner, then speaker of the House, 
recommended Mr. Jones. 


DONALD F. SNIDER 
CLEVELAND, June 5—Donald F. 
Snider, 39, art director of Forbes 
Lithograph Mfg. Co., died Sunday 
in Fairview Park Hospital. He had 
been with Forbes for 20 years. 


Save Our U.S. TV 
Shows, Canadian 
Viewer Pleads 


Toronto, June 5—A man with 
a long-standing complaint, who is 
president of an association which 
levies no membership fee—and has 
no constitution and no mailing 
list—appeared before the Fowler 
Royal Commission on Broadcast- 
ing last week. 

A. A. Marshall, Toronto stock- 
broker and president of the Toron- 
to Televison Owners’ Assn., pre- 
sented a 2,500-word brief on 
behalf of the organization he 
founded in 1953. He indicated that 
the tie which binds the member- 
ship into a rather loose fraternity 
is a common dislike of Canadian 
Broadcasting Corp. television, and 
an earnest desire to have nothing 
happen to Channel 4 reception 
from Buffalo. 


@ Mr. Marshall compiained that 
he had been unable to extract 
from CBC officials, including 
Chairman Davidson Dunton, an 
assurance that the conversion of 
Toronto’s CBLT from Channel 9 to 
Channel 6 would not interfere with 
Buffalo’s Channel 4. 

“There is no reason why we 
should watch third-rate Canadian 
programs when we can watch 
first-class American programs,” 
said Mr. Marshall. 


Chernin Joins Triangle 

Kenneth Chernin, staff executive 
with the American Assn. of Ad- 
vertising Agencies, has resigned to 
join the sales promotion depart- 
ment of the radio-ty division of 
Triangle Publications, Philadelph- 
ia. The division owns and operates 
five stations in Pennsylvania, New 
York and Connecticut. 


REFRESHING—“Beat the Heat with Milk” is the theme of a new out- 

door ad campaign developed by Beaumont & Hohman, San Francis- 

co, for the East Bay Milk Producers Council. The campaign in- 
cludes posters on 103 locations in the San Francisco area. 


Taylor 


Curtis 


TRANSFER—John B. Taylor, Taylor-Norsworthy, Dallas, accepts the 

gavel of office as president of the First Advertising Agency Group 

from Howard H. Paxson, Paxson Advertising, Benton Harbor, Mich. 

Looking on are Gene Curtis, Patch & Curtis, Long Beach, who was 

reelected secretary-treasurer, and B. J. Paulson, Paulson-Gerlach 
& Associates, Milwaukee, new vp of the group. 


Below $400 Is Paramount's ‘Iffy’ 
Price on ‘One-Gun’ Color TV Sets 


(Continued from Page 3) 
theater business, the company’s 
earnings of $1,722,000 for the first 
quarter of 1956 were the second 
highest in its history. Second quar- 
ter earnings are expected to ex- 
ceed last year’s “due to receipts of 
non-recurring profits realized dur- 
ing this period.” 


= Among the other developments 
reported by Mr. Balaban: 

1. Negotiations are in progress 
for the sale of the “Popeye” short 
subjects for $1,500,000. “Popeye” 
was not included in the batch of 
shorts sold to UM&M TV Corp. 
some time ago. 

2. Dumont Broadcasting Corp., 
in which Paramount is a principal 
stockholder, should show a profit 
this year after sustaining substan- 
tial losses for several years. 

3. The outlook for pay tv is more 
promising than ever. 


= In discussing International Tel- 
emeter Corp., which is 85% Para- 
mount-owned, Mr. Balaban said: 


convenience of operation and re- 
ducing its cost. 

“International Telemeter is now 
considering a number of situations 
that have been presented for the 
inauguration of closed circuit pay- 
as-you-see tv. The latter do not re- 
quire FCC approval and could be 
the basis for establishing the va- 
lidity of pay television.” 


$495 IS LATEST RCA 
COLOR TV SET PRICE 

Miami BeacuH, June 5—RCA 
Victor will have a $495 color tv set 
on the market starting in July. 
This is $200 less than the current 
minimum-priced RCA color set. 
The new low-price model has a 21” 
picture tube. 

RCA’s color news was revealed 
here yesterday by Robert A. Seidel, 
exec vp of consumer products for 
the Radio Corp. of America, dur- 
ing the unveiling of the company’s 
1956-57 tv line. Ten color and 25 
b&w models were shown. 

Color prices range up to slightly 


“We believe that developing| more than $850. The new mono- 


economic factors make the outlook |Chrome models are priced from 
for pay tv more promising than|$125 to $500. Mr. Seidel said the 


ever. While awaiting the attention 
of the Federal Communications 
Commission, work proceeds in 
perfecting the system, adding to its 


lower color prices had been made 
possible through the development 
of a new chassis and other techni- 
cal advancements. 


Mercury Running 
$425,000 8-Week 


Consumer Contest 
Detroit, June 6—The Mercury 


division of Ford Motor Co. will} 


give away 80 new Mercury Phae- 


tons, 200 tv sets and 2,400 other| 


prizes in a $425,000 contest run- 
ning from June 11 to Aug. 4. 
Contestants are required to com- 


plete the fourth line in a rhyme|} 


which praises the power and style 
of the Mercury Phaeton four-door 
hardtop sedans. 

Special provision is made for a 
cash bonus of $10,000 in lieu of the 
car to each of the top ten weekly 
winners who bought a new Mer- 
cury during the contest. 


s Prizes are the same for each of 
the eight weeks. In addition to a 
1956 Mercury Montclair Phaeton, 
first prize winners receive an all- 


expense trip to New York for two} 


Bresnick Co. Appoints 
Kraft, Spellman A.E£.s 

Michael Kraft, formerly with 
Young & Rubicam, Biow Co. and 
Ruthrauff & Ryan in New York, 


Michael Kraft John Spellman 


and John W. Spellman Jr., for- 
merly with Batten, Barton, Dur- 
stine & Osborn and vp of Harold 
Cabot & Co., Boston, have both 
joined Bresnick Co., Boston, as 
account executives. 


Gent Co. Ltd. Names Maynard; 


Gets Waterloo Spring Co. 
William Gent Co. Ltd., Toronto, 


and will be special guests at the|has appointed Howard M. May- 


'Ed Sullivan tv show. The second|nard a Senior account executive 


to 10th prize winners each week | and merchandising consultant. Mr. 


receive the Mercury. A GE porta- 
ble tv set will be given each week 
to each of the next 25 winners. 
And the next 300 weekly winners 
will receive an Elgin American 
cigaret lighter autographed by Ed 
Sullivan and bearing the winner’s 
initials. 


Maynard formerly was a mer- 
chandising and planning executive 
with Sales Campaign Ltd. 

Gent has been appointed to han- 
dle advertising for Waterloo 
Spring Co., maker of Springtime 
wheeled goods and Tuck-away bed 
frames. 
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Advertising Age, June 11, 1956 


Campaign Packet 


Aims to Stir Ads 
By Local Bottlers 


(Continued from Page 2) 
placed by local agencies in indi- 
vidual markets. 

Some years ago, bottlers had 
considered a nationwide institu- 
tional advertising campaign, but it 
failed to get off the ground. The 
problem was _ re-examined last 
fall, when ABCB began hearing 
from members who feared that in- 
dustrywide promotions of compe- 
ting beverages, such as milk and 
tea, might begin cutting into their 
sales. 

John Reilly, head of ABCB, and 
Loring Overman, pr director, ex- 
plained the association’s budget 
limitation to the Kaufman organi- 
zation. Initially it was decided to 
make a survey and determine (1) 
whether bottlers really felt a need 
for institutional ' advertising and 
(2) what they regarded as the 
problems which ought to be 
treated. 


s An enthusiastic member of the 
National Advertising Agency Net- 
work, Kaufman enlisted assistance 
from 30 NAAN agencies, tele- 
graphing for quick surveys of bot- 
tlers in each market. Within 10 
days, NAAN members filed re- 
plies, confirming the fact that bot- 
tlers were interested. Replies also 
pointed up clearly that many bot- 
tlers feared the institutional cam- 
paigns of other beverages would 
create a feeling that carbonated 
beverages destroy appetites and 
tend to make consumers feel 
bloated. 

At ABCB’s request, the Kauf- 


something to celebrate? let's 


m Carbonate” 


| 
| 


Festive, zestive carbonated soft drinks 
£0 great at party time... the lively bubbles 


rise lo every occasion 


Pet ale om comes pty th the as am md Reser 


igh ed vel cartonated SOFT DRINKS 


CELEBRATE? CARBONATE!—This typical 

newspaper ad is part of the “Let’s 

Carbonate” campaign now being 

introduced by members of Amer- 

ican Bottlers of Carbonated Bev- 
erages. 


spot jingle, which advises: 

Take your soft drink bottles 

back to the store— 

Whenever they’re empty, 

time for more! 

Local bottlers lining up to sup- 
port the campaign are reminded 
that each individual brand is so 
heavily involved in competitive 
selling that the over-all “institu- 
tional” job for carbonated bever- 
ages is going by the board. 

Newspaper ads in the campaign 
| hit the carbonation problem head 
| on. Large-space ads feature such 


it’s 


man agency developed a complete | headlines as, “Something to cele- 
kit enabling local bottler groups to| brate. . .let’s carbonate” and “Let’s 
spread the institutional message | give thirst the gate. ..let’s carbon- 
indicated by the survey. | ate.”” Copy stresses such themes as 
Included in the kit, which is of- | “renewed vitality.” 

fered by the association to local ‘ 

groups for $125, are complete kick- |" The Kaufman agency considers 
off instructions, news food page|its continued coordination of the 


releases, eight newspaper ads in 16| work of local agencies as vital to 
‘the ultimate success of the pro- 
| gram. 

| In this early stage, it will collect 
| information on the scope of activ- 
ity in various markets and the 
|types of material which are con- 
sidered most effective. 

One particular problem will be 
in the area of budgeting. Several 
approaches have been recommend- 
ed for assessing local bottlers who 
participate in the campaigns. The 
experience of the pioneer efforts 
may indicate the most effective 
method of raising funds and the 
minimum amount of activity that 
can be considered effective. 

Henry J. Kaufman, agency pres- 
ident, says he feels that the ar- 
rangement giving 10% to the local 
agency and 5% for itself is a fair 
division for a campaign of this 
type, since the local agency does 
not incur any expense in the prep- 
aration of materials. 


sizes, three 12-inch records con- 
taining one-minute spot announce- 
ments and station breaks, a sales 
kit “selling” the campaign to route 
salesmen, and three sample kits of 
12 jumbo mailing cards to mer- 
chandise the campaign to dealers. 


s Under its arrangement with 
ABCB, the Kaufman agency also 
has accepted responsibility for 
promoting the campaign to agen- 
cies in various communities which 
may be interested in organizing 
and representing local bottler 
groups. 

At present, the campaign has 
been offered to the members of 
NAAN and a few additional agen- 
cies on an arrangement which 
provides that the Kaufman agency 
receives 5% in recognition of its 
contribution to the preparation of 
the campaign, and its continuing 
national coordination of the va- 
rious local efforts. 

While ABCB is not insisting that 
local agencies agree to the tie-in 
with Kaufman, most outside 
agencies as well as NAAN mem- 
bers are reported generally recep- 
tive to the arrangement. 

Though the same materials are 
to be used in each market, the em- 
phasis varies according to the rec- 
ommendation of the local agency 
or the amount of budget the local 
bottler is willing to provide. 


s In Rochester, N.Y., where Ed 


Wolff & Associates is the local) 


agency, substantial amounts of 
newspaper space are included in 
the plan. In other markets, where 


campaigns are likely to break this) 


summer, there are indications the 
emphasis will be on radio, with 
particular attention to the catchy 


Top Value Names Two 

William P. Runyan, formerly 
general operations manager, has 
been appointed vp in charge of 
general operations of Top Value 
Enterprises, Dayton. At the same 
time, B. M. Crippin, formerly gen- 
eral sales manager, was named vp 
in charge of sales of the trading 
stamp company. 


Dove Soap Moves On 

Dove soap, introduced in March, 
1955, in four test cities by Lever 
Bros. Co., has moved into the 
Minneapolis-St. Paul area with an 
introductory campaign. Newspa- 
pers, tv and Sunday supplements 
will be used. Dove, a detergent bar 
|containing about 25% cold cream, 
is handled by Ogilvy, Benson & 
Mather. 


‘junk’ Trade Books 
Dilute Business Ad 
Efforts, SBME Told 


(Continued from Page 2) 


vertising funds spent, and second, 
they are causing jam-ups of pub- 
lications on the desks of readers 
who consequently have to spread 
their reading time out over more 
publications, giving each advertis- 
er a lesser chance of having his 
ad read. 


s To remedy this situation, Mr. 
St. Thomas proposed that publish- 
ers, editors and ad managers—all 
of whom have a stake in a solu- 
tion, he noted—launch a_ two- 
pronged program: to educate space 
buyers on the importance of us- 
ing editorial integrity as criteria 
for judging magazines, and to dis- 
courage attempts to “buy” or “sell” 
editorig] space in connection with 
paid advertising. 


Publishers, he said, should first 
launch an institutional-type pro- 
gram to educate space buyers | 
about the editorial effectiveness | 
factor of magazines generally, then 
each publisher should concentrate 
on trying to show that his partic- 
ular book is editorially effective. 

Editors should also have a hand 
in this program, Mr. St. Thomas 
said. “Editors,” he urged, “tear 
down the fences you have built 
around your own measurements of 
editorial effectiveness. If you think 
effectiveness measuring is impor- 
tant, and if you do something 
about trying to make your publi- 
cation editorially effective, insist 
that your publishers tell the space 
buyers of your activities.” 


# To ad managers, Mr. St. Thom- 
as said, “If we are contributing to 
ethical sloppiness [by attempting 
to gain editorial space by buying 
ad space], let’s recognize that these 
methods of operation are detri- 
mental to our business. Clean up 
our own shops, stop trying to ‘buy’ 
editorial space, develop and use 
methods of evaluating editorial ef- 
fectiveness.” 

Another of Mr. St. Thomas’ sug- 
ges.ions was that the National 
Industrial Advertisers Assn. and 
the Industrial Advertisers Re- 
search Institute develop a set of 
guides to help advertisers select 
publications on an editorial effec- 
tiveness basis. A major contribu- 
tion of NIAA, he suggested, would 
be to assist space buyers by help- 
ing to create a greater awareness 
of the problem, and to take the 
leadership from the advertisers’ 
standpoint in trying to focus at- 
tention of cleaning up “this sloppy 
facet of our business.” 

The Society of Business Maga- 
zine Editors itself might help 
formulate a set of editorial ef- 
fectiveness guides, he suggested. 
Many enlightened advertisers are 
already groping for such a guide, 
and a little more assistance from 
business paper editors might help 
out, he said. 


‘Military Electronics’ Will Bow 

Military Electronics, a new 
monthly magazine, will start pub- 
lication in September. The maga- 
zine, published by Electronic 
Periodicals Inc., Cleveland, is de- 
signed to serve engineering and 
procurement personnel engaged in 
government contract work in the 
electronics field. Initial circula- 
tion will be approximately 15,000, 
with copies going to specialists in 
industry, government, laboratories 
and universities. Electronic Peri- 
odicals also publishes Who’s Who 
in Electronics and Jobber News. 


‘East Oregonian’ Wins Award 

The East Oregonian, Pendleton, 
has won the Fairchild Graphic 
Equipment President’s Cup Award 
of 1955 for “outstanding use of 
photo-advertising throughout the 


ued 
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DRAWS UNUSUAL RE- 
QUESTS—This cut- 
away view show- 
ing how copper 
and copper alloys 
are used in a 
telephone, used 
in a recent ad of 
the Copper & 
Brass Research 
Assn., New York, 
has drawn sever- 
al unusual re- 
quests for the art 
work. The Ency- 
clopaedia: Britan- 
nica requested a 
copy to be used 
in the next edi- 
tion of the Bri- 
tannica Junior, 
to appear in 1957. 
An instructor at 
Ohio State Uni- 
versity plans to 
use the illustra- 


COPPER 
speoks for itself! 
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COPPER & BRASS 


RESEARCH AGSOCIATION 
420 Lexington Avenue, Mew York 17M Y 
eee 


tion in his engi- _simems yy ower” iets (ed 

neering classes. =@ = Qe Wa @ ==. 

Several requests have been received for reproductions suitable for 

mounting and framing. The ad was prepared by J. M. Hickerson 

Inc. It appeared in the New York Times, Wall Street Journal, Amer- 

ican Metal Market, Business Week, Daily Metal Reporter, Electrical 
World, Iron Age, and Steel. 


Soviet Industrial Production Will 
Equal That of U.S. by ‘66: Benton 


(Continued from Page 2) 
business men: 


immense human suffering, (2) 
western products are superior in 
quality and (3) the Russian trade 


e People in the underdeveloped | offers are politically motivated. 


countries of the world are being 
told that communism can solve| Mr. Benton was introduced at 
their problems. This story is wide-|the meeting as the “man who 
ly believed. This is not a new) Started an advertising agency four 
argument, but it is more impressive | days before the stock market crash 
today because for the first time the | in 1929 and who vowed he would 
Soviet Union is in a position to ex-|retire from the agency business 
port capital and technical special- | when he made $1,000,000.” 

ists on a major scale. For example,| Mr. Benton did, in fact, retire 
the Russians are now providing from Benton & Bowles in 1936. He 
India with a steel mill of 1,000,000 | is now publisher of Encyclopaedia 
tons annual capacity, and in Egypt Britannica and board chairman of 


they are laying the groundwork 
for an atomic energy industry. 


e The Soviet Union is becoming 
more important as an exporter of 
finished goods. Russian tractors, 
automobiles, machine tools and jet 
planes may soon enter world mar- 
kets on terms attractive to buyers. 
They can be priced ridiculously 
low because the “chief aim is more 
political than economic.” 


e The Russians will offer free na- 
tions attractive trade deals. “This 
may be only a propaganda offer, 
but is the kind of propaganda that 
can create strains among the west- 
ern nations,” he said. 

Mr. Benton said the West can 
meet these challenges by pointing 
out that (1) the Soviet gains have 
been achieved at the expense of 


- 
q 


JAMES J. McLAUGHLIN, a former ad- 
vertising manager of Dormeyer 
Corp., Chicago, is resigning his 
current post as account supervisor 
of Erwin, Wasey & Co. to return 
to Dormeyer in the new post of 
merchandising manager. 


year.” 


Muzak Corp. 


FC&B Names Anderson, 
| O’Brien, Cornell VPs 

Donald Anderson, Catherine 
Haynie O’Brien and Howard Con- 
|nell have been named vps in the 
| New York office of Foote, Cone & 
| Belding. Mr. Anderson, account 
|executive on Clairo! Inc., joined 
FC&B last month. He was formerly 
a vp of J. Walter Thompson Co. 
and prior to that a brand ad man- 
ager with Colgate-Palmolive Co. 

Miss Haynie is copy supervisor 
on Pepsodent. She came to the New 
York office last November after 
five years as copy supervisor on 
Dial soap in the Chicago office. 
Earlier, she was with Dancer-Fitz- 
gerald-Sample and Ruthrauff & 
Ryan in Chicago. She is the wife 
of Neil O’Brien, who is with J. 
Walter Thompson Co. Mr. Connell 
is group copy head with responsi- 
bility for developing creative ideas 
for all New York accounts. He 
worked in Lord & Thomas, Biow 
Co. and Ogilvy, Benson & Mather 
| before joining FC&B in April. 


|Hermes to Sponsor Garroway 

Dave Garroway wil! promote 
Hermes imported typewriters on 
his NBC-TV network show, “To- 
day.” Hermes division of Pailiard 
|Products, New York, will use the 
show beginning Aug. 23 for the 
back-to-school selling season, 
through Dec. 6 for the Christmas 
season. Hermes franchised dealers 
will be able to tie in with local 
participations; during the last 10 
seconds of the Garroway commer- 
cials for Hermes, local dealers can 
arrange to have their own name 
and address flashed on the local tv 
screen. 


RS amis: Eli ‘s.r poe a .. - Se ee. 8 iil Ns a = a Os hats Se aera. it” + aera ae rénidy SPY 
tor cae Re oe eta ‘a q q <,. . Seaee ~ | eee Sea oi Mu. ot gordi =) Nee emer ge a e eee PS ent? Fieate Be 
tee: a — OM oe ng 7 : ee ree ee gt a a a wd om x : pitas Pc aitenes) . ose 
. ieee RN a ee 
ut ee é ae "+ = = : 
ee | iS yes i. a Ps : 
c eee WO Pa hae 2 
| tae’ ~ \ ~ | So. a , RSS A 
iC a N \ § | ie ut a iN og ; 
> gir | a ae 
& , ; a Y Py 
yy ‘giles aN + 
\ we! i: % w ; ‘ “<i 
= Slee | 
; = i | j n . * ate ‘ <a 
/ q Lh, ~~. : Py a : 
= 5 Bie te a oMttAR 5: : 
oo pigs 
i ad ; ® mee ere f 
hee eae ae “€ ey a er 
| oh ee oe PY i on ap 
er Po ee 
few eer oee tame cere erent 3 
saatieieagiaahedane Tveseid Ghia win copter teatememthing ys itis fy 
ee oe ee mo ee a es cee frown it momethong mo subst ute con tn is 4 
ees One eres Gee ees ee eee To the man who machine stamps oF true — , se 
stanton tipesndmbet> mevtaia, copper nad its wos. speak of easy wor " . 
Gspeutesnus-<numemherberenten atole 5 
: comes atgom denna sihaiiabes cuppa taliathe aarp of eatidection send ‘ i 
4s iran = 1 Gages ap ts navies “ ‘ fetal be : 
1 To the designer of mM aj ste! ey ne d ahorst i 
ee vd 
a ae ee ee a ek 
3 
a 
7 
a 
ae 
4 
"Ss 
Po x 
; 
a 
a 
| -- 
| Pag aad . > 
ah 28 , Es <q 
—_— oe Sa ‘ 
ae Eh 
, oa ae 3 
ce 4 esa v 
. om: se ea - 
ig cae ' mate 
eS aan sp ‘ 
3 a ‘ 
—— \ ag = 
f % >. aa ¥ ool 
; a eo aie 
"awe , 
po : 
NS 
\ 
ral 
| - 
; * 
] ~ 
\ : 
3 — | 4 
f } 
: eo 
: ae " RA, ita ay ea Sgt 
5 eee +. ee a “Shs Saeki ee a" as ; Ses ne i f 
Se oa pi oe es : ——. ae ae vn _ Baie eee re ae SR rem es RE 5 a ae. Bhi ose 
-_ — —_ ae eee” ae 7 ia ee pee hG a a. Ae i ‘ — ee 9 
- = Ee __— _ I MASE Sr bf 3 
-_ ee eee . e m s = a OS ee ie L s i i 


B&B's 56-'57 Ad 
Plans Get Citrus 
Commission Okay 


(Continued from Page 1) 
spots, $484,000 for newspapers, 
$532,000 for magazines, $125,000 
for Canadian advertising, $34,000 
for trade papers, $200,000 for pro- 
duction and a $150,000 item for 
market testing and product de- 
velopment. 

As in the current season, the 
agency is making the tv schedule 
the backbone of the program. Mag- 
azines are scheduled for additional 
money, but reductions are called 
for in newspapers (particularly 
colored supplements) and in spot 
radio. Heaviest loser will be the 
supplements, with a budget of 
$94,000, down from more than 
$400,000 the past season. Bkw 
newspaper space is in the pro- 
posed budget for $390,000, down 
from $425,000 recommended a year 
ago. 


®The proposed magazine sched- 
ule, at $532,000, is being increased 
about $200,000 over the past 
season; 28 magazine insertions are 
planned—five in Life, seven in 
The Saturday Evening Post, five 
each in Farm Journal and House- 
hold, and three each in Better 
Homes & Gardens and American 
Home. All will be in four colors, 
and all will be full pages except 
for junior pages in the Post. 

A feature of the magazine pro- 
gram will be an effort to get in- 
to rural homes in behalf of canned 
(non-frozen) orange juice. Farm 
Journal and Household are being 
used for this mission. 

A detailed report on use of tv 
spots was made by B&B spokes- 
men. The agency last year made 
a strong pitch on the theory that 
Florida’s citrus products should 
have separate 
rather than be lumped together in 
blanket ads which said, “Buy 
orange juice—fresh, canned or fro- 
zen.” 


® This philosophy helped the 
agency win the account, and a 
multiplicity of tv spots have pro- 
vided one means of offering spe- 
cialized advertisements for the 
varied products. 

Mr. Hobler, reporting on the 
effectiveness of the past season’s 
tv schedule, said the new pro- 
posal would provide 276 spots per 
week on 107 stations in 67 markets, 
with more than 27,000,000 gross 
homes reached. He said _ the 
weighted rating per daytime spot 
is 6.5, and the weighted rating per 
night spot is 20.5. He also recom- 
mended. use of the Garroway “To- 
day” show during part of the 
season. 

The commission has been using 
10, 20 and 60-second spots, some 
of them-—for fresh grapefruit— 
featuring Miss America. The new 
Miss America chosen in September 
also will be available for commis- 
sion advertising use. Pointing out 
that there had not been a great 
deal of exposure on some tv spots 
and that film already is on hand 
to make others, Mr. Hobler told 
the commission that production 
costs for commercials may be cut 
as much as $50,000 by using ma- 
terial for the past season. 


® He gave a comparison on cost 
of spots vs network tv, in which he 
stated that the commission is pay- 
ing 92¢ cost per thousand per 
commercial opportunity, while the 
corresponding cost figure for “I 
Love Lucy” is $1.97, for “Decem- 
ber Bride” $1.76, for “$64,000 
Question” $1.52 and for the av- 
erage half-hour night program 
$3.45. 


The spot radio program—a Mu-)| 


advertisements, | 


Stowbridge, Lambert & Feasley, 


Stowbridge 


Fostel 


CHOWTIME—Among the 300 media directors and buyers turning out 
for Newsweek’s 14th annual “Duffers & Bluffers” golf outing at 
Knollwood Country club were Arthur Dermody, Kelly, Nason; Robert 
and George Fostel, Doremus & 


Co. At right, past presidents Jim Daley, Kenyon & Eckhardt; Dan 


Gordon, Ruthrauff & Ryan, and 


Joe Burland, Lambert & Feasley, 


count ballots electing John J. Flanagan, McCann-Erickson, president, 
and Walter Barber, Compton Advertising, vp of “D&B.” 


deal in the present season—will 
be shifted to NBC “Monitor,” un- 
der the new deal. 

“Make mine orange juice” will 
be the theme of a series of four- 
color ads promoting use of frozen 
concentrated orange juice; the 
purpose of these ads, featuring at- 
tractive models, is to try to ex- 
pand use of orange juice to all 
times of the day, rather than 
primarily as a breakfast drink. 
The beverage pitch is strictly 
competitive with soft drinks. 


® “Start the 30-day grapefruit 
plan today” will be the headline 
for another series of ads designed 
to induce use of grapefruit or 
grapefruit juice instead of fatten- 
ing foods or drinks. Another 
phase of the grapefruit program 
will be a “fight colds” campaign. 

Benton & Bowles also presented 
a “citrus calendar,” with some 20 
promotions outlined for the citrus 
commission’s 65-man merchandis- 
ing division. Mr. Hobler said the 
field force had been able to bring 
about several hundred thousand 
dollars’ worth of extra tie-in ad- 
vertising in the past year by pre- 
senting the commission’s promo- 
tion calendar. 

Results are being tabulated on 
citrus surveys undertaken some 
time ago by the agency, Mr. Hobler 
reported, and results will be avail- 
able later this summer. He said 
important facts on grapefruit prod- 
ucts appear to be developing; 
grapefruit for several years has 
been the “weak sister” of the Flor- 
ida citrus family. 


s Among those assisting Mr. Ho- 
bler in the presentation of adver- 
tising plans were nine B&B vps: 
David J. Kepner, vp and assistant 
to Mr. Hobler; A. A. Whittaker, vp 
and director of research; Charles 
Faldi, vp and senior art director; 
Milton L. Kiebler, vp and media di- 
rector; Otto Prochazka, vp and 
copy chief; Mrs. Annette Talbert, 
vp and head of the orange copy 
group; Mrs. Dorothy Whitney, vp 
and head of the grapefruit copy 
group; Harry E. Warren, vp and 
Florida account executive, and 
Russell O’Brien, vp and account 
executive on processed products. 

Herschel! Sorrells, chairman of 
the citrus commission, polled mem- 
| bers of the commission and indus- 
|try representatives on their reac- 
\tion to the presentation before 
| calling for the vote which resulted 
|in approval. Paul Patterson, ad- 
| vertising director, said he believes 
|the program promises to be out- 
standing. 


's About 75 persons attended the 
presentation, which followed the 


the commission, with six new 
members on the 12-man board. The 
new chairman, Mr. Sorrells, ap- 
pointed Key Scales Jr., of Wiers- 
dale, a veteran member of the 
commission, to head the powerful 
advertising committee. It was an- 
nounced a budget meeting will be 
held next week as the next step to- 
ward getting the ad program in 
final form. 


Court Rules for 
R&R in Willis’ 
$1,000,000 Suit 


(Continued from Page 1) 
a master’s report, but I feel that 
this master gave too little consid- 
eration and weight to written ex- 
hibits and evidence, both for R&R 
and Mr. Willis,” Judge Marovitz 
said. 

“There were numerous negotia- 
tions between Mr. Willis and the 
agency prior to the signing of the 
termination agreement, and the 
written exhibits are the strongest 
evidence of this,” the judge said. 

“The master has seen fit to dis- 
regard the testimony of Mr. Van 
Buren. I find that Mr. Van Buren’s 
testimony was substantiated by 
the exhibits.” 

Immediately after the ruling, 
William H. Murphy, attorney for 
Mr. Willis, told ApverTistnc AGE 
that he will appeal immediately. 
The case now goes to the Illinois 


appellate court. Mr. Murphy pre- 
dicted it may be four or five 
months before the higher court 
rules. 


® Although obviously pleased by 
the decision, Hirsch E. Soble and 
other lawyers representing the 
agency declined to comment. 

Mr. Willis, who worked for R&R 
in various capacities from 1938 
until 1952, filed suit against the 
agency in November, 1954. He 
charged that R&R owed him more 
than $1,000,000 in commissions 
from the American Airlines ac- 
count and asked for a detailed in- 
spection of the R&R books (AA, 
Feb. 14, °55 et seq.). 

The case was assigned to L. A. 
Wescott, a superior court master 
in chancery. Last December, in an 
88-page report, Mr. Wescott ruled 
in favor of Mr. Willis (AA, Dec. 
19). 

Later, R&R lawyers filed 171 ob- 
jections to the master’s report. 
They charged that the master pre- 
judged the case and that he did 


i 


not give the agency a fair and im- 


tual Broadcasting System package! annual reorganization meeting of! partial hearing (AA, Dec. 26). 


Expansion Seen 
As Dairy Queen 
Hits ‘Sweet 16’ 


DAVENPORT, Ia., June 7—Nation- 
al Dairy Queen Development Co. 
will celebrate its 16th birthday 
June 16 with a one-day sale in 
some 3,000 retail outlets across the 
country. 

Newspaper ads, spot radio, Life 
and extensive point of sale materi- 
al will be used to publicize the 
fact that the soft-frozen dairy com- 
pany is “sweet 16.” 

The one-day celebration is part 
of a 35-week promotion program 
which the company has developed 
for its franchised outlets, includ- 
ing full-color pages in Life. Dairy 
Queen measures the program’s 
success by the fact that, despite 
unseasonably cold weather in 
many areas, dollar sales to May 1 
show a 16% increase over the 
same period in 1955. Paul Graning, 
exec vp, expects a sales volume of 
about $65,000,000 this year and a 
12% increase in the number of 
stores. 

Dairy Queen now has outlets in 
47 states (except California) and 
several foreign countries and in 
addition is planning a chain for 
Japan. The company’s advertising 
is handled by L. W. Ramsey Co., 
Chicago. 


Chicago NIAA Chapter Elects 

Walter R. Ceperly Jr., Fuller & 
Smith & Ross, has been elected 
president of the Chicago chapter, 
National Industrial Advertisers 
Assn. Other new officers include 
James E. Borendame, Acme Steel 
Co., Ist vp; Raymond M. Wall, 
Waldie & Briggs, 2nd vp; Griff 
Williams, Electric Light & Power, 
3rd vp; Martin Butler Jr., Diversey 
Corp., secretary-treasurer. 


D-F-S Has Part of Alliance 

Last week AA reported that 
Dancer-Fitzgerald-Sample, Chica- 
go, had been named to handle all 
advertising for Alliance Mfg. Co., 
Alliance, O. Actually, D-F-S will 
handle only advertising for Lift- 
A-Dor, automatic garage door op- 
erator. Foster & Davies, Cleveland, 
will continue as agency for tv ac- 
cessories and sub-fractional h.p. 
motors made by Alliance. 


Twedt Joins K&E, Chicago 


ogist who worked for the past 
four years at Needham, Louis & 
Brorby, has been appointed re- 
search director of Kenyon & Eck- 
hardt’s Chicago office. Previously, 
he was manager of experimental 
| research at Young & Rubicam, 
Chicago. 


| 


Dik Warren Twedt, a psychol-| 


West Hits 15% 
Commission as 
‘Crutch, Cover-all’ 


(Continued from Page 1) 

| debate the 15% commission sys- 
| tem, but part of a workshop series 
jaimed at “generating and dis- 
seminating the best available in- 
formation which will help ANA 
members in the complex function 
of managing bigger advertising 
departments, greater advertising 
|investments and far greater re- 
sponsibilities to the immediate and 
long-range competitive positions 
of their companies.” 

In a review of developments re- 
lating to agency compensation 
method, Mr. West declared: 

“No matter how you look at 
this, conditions today place more 
responsibility on the advertiser. 
The amounts of money involved 
and the stakes we have in adver- 
tising call for better practices 
than some now being employed 
that are carry-overs from the past, 
when conditions were quite dif- 
ferent. 


® “If there is to be any change in 
arrangements with agencies—as 
there inevitably will be under 
normal evolutionary process—these 
changes will only accentuate the 
responsibility of company manage- 
ment in its relations with its 
agency working partner that have 
always been the responsibility of 
the advertiser. 

“The sound policies and ef- 
ficient practices demanded of 
management under present-day 
conditions—whether it be general 
management or advertising man- 
agement—will not condone a 
laissez faire attitude, which has 
been all too prevalent in the past. 
Advertising management must be 
accountable for the amount and 
the kinds of services it gets from 
the agency and the final authority 
on how much the company will 
|pay for the required agency serv- 
|} ices and the basis on which it will 
|pay for those services. By the 
/same token, it is the agency’s pre- 
|rogative—as an independent, out- 
| Side purveyor of skilled profes- 
sional services—to determine what 
services it will provide the adver- 
'tiser, and at what cost. 


| 


a “The ‘close working partner- 
ship’ idea so well expressed by 
ANA’s board chairman, Edwin W. 
| Ebel, of General Foods Corp., is 
so well accepted in most quarters 
\today that we should have no in- 
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Advertising Age, June 11, 1956 


surmountable problems regarding 
the commission arrangement and/| 
in arriving at the most productive 
and profitable basis of compensa- | 
tion for both the advertiser and| 
the agency. 


“Since it is the advertiser’s | § 


business that is at stake and his 
money that is being invested in ad- 
vertising services, naturally it is| 
his prime responsibility (1) to 
exercise the proper control over 
these expenditures—whether made 
directly by the company or made} 
on the company’s behalf by the 
agency and (2) to see that the 
money is spent wisely and that 
wasteful practices and unnecessary | 
expenses are eliminated. It is the| 


ANA’s job—and a most important | | 


one—to provide through our col- 
lective resources better methods 
and the kind of knowledge that is 
needed to accomplish the nec- 
essary improvements in our pro- 
cedures which the situation today 
demands. We are doing just that, 
through meetings like this and in 
numerous other ways. 


® “Under any honest appraisal,” 
Mr. West continued, “Many past 
practices will not stand up too well 
to careful scrutiny, in the light of 
sound management concepts I 
have mentioned. And it is also 
true, I believe, that the traditional 
15% commission system of the 
past has been accepted without 
sufficient questioning of its merits 
as weighed against actual prac- 
tices, and in too many cases it has 
been used as a crutch or cover-all. 
Responsible advertising manage- 
ment,” he added, “simply cannot 
condone that kind of loose prac- 
tice.” 


® The apparent conflict between 
proponents and opponents of the 
15% commission system was de- 
scribed as “unfortunate” by Ira 
Rubel, of the accounting company 
bearing his mame. He said, ac- 
tually, there is basic agreement 
among all in advertising “that the 
independent advertising agency 
has been and is an important fac- 
tor in developing advertising 
power and advertising power’s re- 
lationship to present day market- 

“The most intelligent approach 
to this problem of agency compen- 
sation,” said Mr. Rubel, “ is not 
an attack on the commission 
system, but rather an investiga- 
tion in an effort to determine how 
an advertiser and his advertising 
are affected by the system. 

“When we have studied ac- 
counts to determine what an agen- 
cy should be paid for its serv- 
ices,” he continued, “we have often 
found that advertiser and agency 
haven’t done enough planning to- 
gether to see eye to eye as to what 
work the agency ought to do and 
how much skill, time and cost 
should be devoted to each area of 
work. 


= “Agencies sometimes have de- 
veloped their services without giv- 
ing the advertisers a_ sufficient 
part in planning what work should 
be done, who should do it and how 
much emphasis should be used in 
each part of the work program. 
“Considerable inquiry among 
advertisers,” said Mr. Rubel, “has 
led me to the conclusion that 
there are few who would like to 
reduce the quantity or quality— 
and therefore the cost—of agen- 
cy service, for they realize that 
the effectiveness of the adver- 
tising is all important. On the 
other hand, there are advertisers 
who would like a greater part in 
planning what the agency is to do 
for the compensation it receives. 
“The commission basis, while not 
a perfect system of agency com- 
pensation, has provided enough 
income to cover costs and a modest 
profit even though certain types 
of accounts and advertising pro- 
grams will require more costly 
work than the 15% commission 


| 
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FRESH & NEAT—A new series of con- 
sumer ads for American Viscose 
Corp. is designed to build buyer 
confidence in foods wrapped in 
cellophane. This ad will appear 


in the July Woman’s Day and 
Family Circle. N. W. Ayer & Son, 
Philadelphia, is the agency. 


ceptional cases, advertisers’ pro- 
grams throw off more commission 
income than is required to provide 
the service needed. . . 


= “Some say the 15% commission 
is a reasonable price, because it 
provides pay in proportion to the 
use made of the material. On the 
other hand, in our profit economy 
the price of goods and services 
usually is based on an efficient 
producer’s cost plus a reasonable 
profit. 

“But when one speaks of crea- 
tive personal service, there is no 
scientific measure that I know of 
that is a complete index of value 
... When the importance of ‘the 
effectiveness of advertising’ is bet- 
ter understood, advertisers will 
strive for more effective creative 
work and...agencies will need 
more compensation to do this kind 
of work. This is one reason that a 
measure of the adequacy of the 
agency’s compensation is so im- 
portant... 

“One measure of value,” said 
Mr. Rubel, “is the price that an 
efficient producer needs to cover 
his cost, plus a reasonable profit. 
It is precisely this kind of a basis 
that I propose be used to test the 
reasonableness of the 15% com- 
pensation for advertising agency 
services. 


= “I propose that agencies estab- 
lish hourly rates for each kind and 
grade of service they perform; that 
the people who work on accounts 
keep a record to show how much 
time has been devoted to each 
client’s work. 

“This hourly rate can be used to 
compare the cost of doing the work 
in the advertiser’s own department 
with the cost of doing it on the 
outside. It can be used to deter- 
mine the cost of performing in 
each area of work and to help 
plan how much to spend to perform 
each function... 

“It is up to agencies to find sat- 
isfactory means to convince their 
clients that they are earning what 
they are getting. This will require 
more scientific methods to eval- 
uate the results accomplished by 
the agency’s work. The commission 
system can continue to work as the 
main basis of agencies’ compensa- 
tion—the floor upon which to build 
—but agencies should apply an- 
other measure to show that the 
value of the service they perform 
is in proportion to the compensa- 
tion they receive.” 


= Another speaker, Glen Harold, 
advertising department comptroller 
at General Mills, asserted that 
management is demanding more 
efficiency and more accurate con- 
trol of ad expenditures. 

“It becomes increasingly neces- 
sary that all of us on the advertis- 


provides and in other and more ex- 


ing side do our best to improve the 


Last Minute News Flashes 


Church & Dwight Campaign Urges ‘Soda Baths’ 


New York, June 8—Out to find new uses for baking soda, Church 
& Dwight Co. will launch a campaign June 22 with the theme, “This 
summer keep cool and refreshed with gentle baking soda baths.” Small- 
space frequent insertions will run in some 100 newspapers in about 65 
markets. A b&w page is scheduled for Life, July 16, and space has been 
doubled in July issues of Successful Farming and Sunset Magazine. 
J. Walter Thompson Co. is the agency. 


Quaal Goes from Crosley to WGN; Other Late News 


e WGN Inc., which operates the Chicago Tribune’s radio and tv sta-| 
tions, has appointed Ward L. Quaal vp and general manager. Mr. Quaal | 
makes the change from his present post as vp and assistant general 
manager of Crosley Broadcasting Corp. on Aug. 1. He was previously 
with WGN from 1941 to 1949. At WGN he succeeds Frank P. Schreiber, | 
who has resigned. 


@® White Stag Mfg. Co., Portland, Ore., has appointed H. Richard 
Seller Advertising, Portland, to handle its advertising. White Stag 
and Roy S. Durstine Inc., San Francisco, will terminate their client- 
agency relationship July 1, by mutual agreement. Durstine will com- 
plete all arrangements connected with the current fall selling season, 
and Seller will begin ad plans for White Stag’s spring-summer 1957 
lines of sportswear. 


® Two executives of D’Arcy Advertising, Chicago, will move to Foote, | 
Cone & Belding this month. Walter B. Tookey Jr., account executive | 
on Standard Oil (Indiana), will go to FC&B June 18 to be account| 
executive on the Minneapolis-Honeywell account. Robert L. Lewis, 
assistant radio-tv supervisor, will transfer to Foote, Cone as a radio-tv | 
supervisor. Mr. Tookey joined D’Arcy two months ago after five years 
with Ruthrauff & Ryan (AA, March 26). 


® Clark M. Agnew, formerly an executive producer in the radio-tv 
department of Lennen & Newell, has been named to head the creative 
television activities of Donahue & Coe, New York. Mr. Agnew, who 
developed such tv commercials as Muriel’s animated cigar, already 
has been working with Donahue & Coe on tv projects, but he officially 
joins the agency June 11. 


@ Denis L. Regan, formerly of Crowell-Collier Publications, has been 
appointed advertising director of the NAHB Correlator, monthly 
magazine published by National Assn. of Home Builders. He succeeds | 
Margaret Hutchinson, who becomes director of industry relations for 
National Housing Center, Washington, wholly owned subsidiary of 
NAHB. 


e Litton Industries Inc., Beverly Hills, Cal., a new advertiser, has 
named Calkins & Holden to handle its account. A national institutional 
advertising campaign is planned for Litton, which is a research and 
manufacturing company in advanced electronics. 


e Carter Products, which earlier this year, without fanfare, awarded 
a new laxative named Colonaid to Kastor, Farrell, Chesley & Clifford, 
has now announced that appointment. 


e Barton Distilling Co., Bardstown, Ky., and Chicago, has named 
Grossfeld & Staff, Chicago, to handle national and regional advertising 
and promotion for its Old Barton and Barton’s Ancient Bond eight- 
year-old whiskies. Barton’s other agencies will continue to handie the 
remainder of the account. 


e William E. Fischelis Jr., who joined the advertising department of 
Electric Storage Battery Co., Philadelphia, three years ago, has been 
promoted to manager of advertising and sales promotion for the Exide 
industrial division. 


® Mystik Adhesive Products Co., Chicago, will launch a 26-city news- 
paper ad campaign this fall to promote uses of its colored cloth tapes. 
The drive will start Sept. 9 with four-color half-page ads in Sunday 
newspapers. George Hartman Co., Chicago, is the agency. 


effectiveness of the advertising 
dollar, and those of us who are in 
the advertising accounting or con- 
trolling departments should be 


Panama Uses ‘Life’ 
To Push Stamp Issue 


concerned with ways and means of 
improving our advertising cover- 
age, getting more coverage for the 
same dollars or spending fewer 
dollars for the same coverage. 

“I think every one of us can 
make contributions to our respec- 
tive companies’ advertising pro- 
grams which will help produce 
either better messages or more of 
them for the same amount of ex- 
penditure.” 

According to Mr. Harold, “Each 
company should assume a substan- 
tial amount of responsibility for 
the advertising program, even 
though it has the best of advertis- 
ing agencies. Certainly,” he said, 
“an advertising budget should be 
developed each year to keep the 
expenditures within the budget.” 


@ Other speakers were Orrin 
Spellman, vp in charge of the 
Philadelphia office of Kenyon & 
Eckhardt, and Carroll J. Swan, 
managing editor of Printers’ Ink. 
Mr. Spellman covered agency con- 
tributions in such areas as selec- 
tion of media, research, merchan- 
dising and promotion. Mr. Swan 
reported on a study aimed at de- 
termining increased ad costs. 

ANA said the texts of all speech- 
es will be made available next 
week. 


Honoring 12 Popes 


New York, June 8—In a b&w 
page in the June 11 Life, the Re- 
public of Panama announces the 
issuance of 12 Pope Pius postage 
stamps. The complete set of 12 is 
offered for $5. 

Pictured on the stamps, to be re- 
leased July 2, are the 12 pontiffs 
who have borne the name Pius, 
from Pope Pius I (140—155 A.D.) 
to the present Pope Pius XII. 

The Panamanian ad says the 
stamps are being issued “to ren- 
der homage to His Holiness, Pope 
Pius XII, in recognition of His 
Holiness’ international work for 
the promotion of peace against the 
oppressive forces of Communism.” 

All 12 stamps are depicted in the 
ad. Collectors are invited to send 
a $5.25 international money order 
to a post office box in Panama. 

Metropolitan Advertising Co., 
New York, placed the ad. The 
agency said Catholic and stamp 
publications will also be used. 


Cameron to Ingram Paper 
Wesley C. Cameron has been 
named advertising and sales pro- 
motion manager for Ingram Paper 
Co., Los Angeles. He was formerly 


with NBC-TV and Ralph Edwards 
Productions in Hollywood. 
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Ike-Fund Letter 
Went to Top 10% 
at JWT: Flower 


Letter Was on Own 
Stationery; Sent to 
Homes, He Tells AA 


New York, June 7—The June 
14 issue of the Reporter reports 
that the “vice-chairman of a lead- 
ing advertising agency” has asked 
“staff members” to contribute to 
President Eisenhower’s re-election 
campaign treasury. 

The bi-weekly political maga- 
zine characterizes the appeal as 
“a memo from the boss putting 
the bite on the underlings for 
campaign funds for President 
Eisenhower.” 

The Reporter does not name 
names, but ADVERTISING AGE 
learned that the pitch for funds 
came from Henry C. Flower Jr., 
one of the two vice-chairmen of 
J. Walter Thompson Co. 

Contacted by AA, Mr. Flower 
pointed out that this was not a 
general office memorandum. He 
said that he sent out a personal 
letter, “on my stationery,” to the 
homes of top JWT staffers. 

Mr. Flower said the letter went 
to no more than 10% of the agen- 
cy’s staff—‘the 10% upper income 
group.” He told AA he follows the 
same procedure in soliciting con- 
tributions for charities. 


® The letter went out May 22. A 
pledge slip was attached. Recip- 
ients were informed: “You can 
pay it in instalments if you prefer. 
Come in and talk with me per- 
sonally, if there are any questions 
you’d like to have answered.” 

Mr. Flower told AA he has re- 
ceived replies from about half of 
the circularized staffers. He re- 
ported that one-third declined to 
contribute, some citing the fact 
that they are Democrats. Mr. 
Flower emphasized that he bears 
no grudge against Democratic- 
minded JWTers and that he feels 
they would reflect credit on the 
agency by being active in support 
of their candidate. 

Mr. Flower’s letter, as quoted in 
the Reporter, said: 

“I do not know whether you are 
Republican, Democrat or indepen- 
dent, but I do know that as a suc- 
cessful member of the advertising 
profession you must have an in- 
terest in perpetuating the sound 
economy and business expansion 
which have been characteristic of 
the last four years.” 


® Mr. Flower added, according to 
the Reporter, that he himself was 
going to devote every moment he 
could spare during the next three 
months to “convincing people in 
our profession that they have a 
responsibility—a personal and a 
family interest—in seeing .that a 
climate of business confidence is 
preserved.” 

And he continued: “I will 
readily admit that I want our Re- 
publican friends, both in and out- 
side of our clients’ organizations, 
to be proud of these standards.” 

Mr. Flower noted in his letter 
that he already had talked to some 
30 JWT staffers in the New York 
office and all had pledged contri- 
butions—only one for under $250. 

Mr. Flower wrote: 

“Is one per cent (1%) of your 
gross income too much to give if 
you feel it will help insure sound- 
economy years, and lay the foun- 
dation for the period of business 
expansion predicted by ali econo- 
mists...What might it mean to 
you personally if Eisenhower were 
not re-elected? What would hap- 
pen to the growth of our own com- 
pany if we faced an extended 
period of business uncertainty?” 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. 


Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 


line. Add two lines for box number. Copy deadline, 
noon 5 days preceding publication date. Display classified takes 


Chicago office, Wednesday 
card rate of 


$15.50 per column inch, and card discounts, size and frequency apply. 


TRS LO I RE NS AY ES ES TG ASEAN 


HELP WANTED 


HELP WANTED 


GIRL FRIDAY WANTED 
for one-man agency 
full secretarial duties, some copy, conta 
Exceptional opportunity for 
woman to eventually share ownersh 


Age 30 to 45 with at least five years ad-| 


vertising exper. Write fully, 


Capable of handling 


ct. 


intelligent 


ip. 


salary desired. Box 9434, Advertising Age. 
290 E. Illinois St., Chicago .11, Illinois 


Southern A.A.A.A. 


WRITING AND PLANNING 
agency has spot for 


creative man who can establish themes of 


adve 
mate 


rtising campaigns; write promotional 
rial; who knows something about 


marketing, and who can develop into a 
including | key man. Box 8438, Advertising Age. 


200 E. Illinois St., Chicago 11, Illinois 


LOOK Magazine Subscription Department 


TWO ARTISTS FOR ADVTG. DEPT. (has opportunity for young artist with 
OF LARGE INSURANCE CO. | paste-up ability and eye for type and lay- 
One experienced in layouts, lettering, line | out. An exciting, satisfying job for right 


spots, pasteups, folders, brochures. One | man. 


experienced in key-lining, pasteups. Your | 


future will be as wide as your ideas and 
artistic sense and ability. Submit resume’. 


Box 8435, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


Advertising Space Salesman 
Chicago-Midwestern territory open 


on 


leading ABC trade publication in a major 
market. Successful sales record essential. 


Excellent salary, 
penses. Submit 
personal data for interview. 

Box 8379, ADVERTISING AGE 


commission and ex- 
complete business and 


200 E. Illinois St., Chicago 11, Illinois 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE 


Bankers Bidg. Chicago 


An 3-444 


3. 


Let us know your salary needs. 


Write H. Cowen, LOOK Magazine, Des 
Moines 4, Iowa. 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt., 
Radio, TV. Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Rm. 1116. 


both 


relat 


SOUTHWEST RESIDENCY 


Artist needed for public relations staff of 
a large company. Applicant should have 


illustrative and production talent. 


Involved will be illustrations, layouts, and 
production 
pamphlets, and all other media of public 


for advertising, magazines, 
ions. Salary open. 


Box 8367, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


SECRETARY 


Interesting, varied work - air-conditioned 


offices North Michigan Avenue. 


5 day 


Albe 
has 


week. Executive of 4A’s agency needs | man 
| planning work, and to write selling book- 


secretary with some experience. 


ized advertising abilities. 


Oppor- 


tunity to show or develop other special- | 
Write, giving | feeds on the market. Residence Los An- 


qualifications. Box 8436, Advertising Age. geles 
200 


E. Illinois St., Chicago 11, Illinois 


PUBLIC RELATIONS 


National PR agency has opening for ac- 


count executive in its upstate New York 


lets 


FEED ADVERTISING MAN 
rs Milling Company, Los Angeles, 
an opening for a feed advertising 
25-35 for general administrative and 


for complete line of best quality 


after two months field training. 


Write giving details of experience and 


availability 


for interview in Midwest 


week of June 4th or Los Angeles anytime. 
Address D. H. Arvold, Carnation Com- 


pany, 


5045 Wilshire Boulevard, Los An- 


small 


HELP WANTED 


POSITIONS WANTED 


Advertising Age, June 11, 1956 


REPRESENTATIVES WANTED 


ASSISTANT SALES 
PROMOTION MANAGER 


Large national trade association wants a 
creative man as assistant department head 
to produce copy and rough layouts. Enjoy 
10 minutes from 
work, yet only 60 minutes from Chicago. 
Age to 40. Excellent working conditions 
and benefits. American Institute of Laun- | 
dering, Joliet, Illinois. 


community life, 


ADVERTISING & PUBLISHING 


209 S. State St. Ha 17-1991 


FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
Chicago | 


resume to Box 8439, Advertising Age 


480 Lexington Ave., New York 17, N.Y. 


EXTRA MONEY OPPORTUNITY 


programs, films, manuals, surveys, 


Orgztn., 331 Madison Ave., NYC 


High commis’ns for sales & leads as side- 
line rep. for top producers of sales trng. 
etc. 


Call on ad & sis. mgrs. Write R. E. ’ seed 
17. 


TYPOGRAPHY SALESMAN 


typography salesman. 
Box 8403, ADVERTISING AGE 
480 Lexington Ave., 


Well established New York firm has an 
interesting proposition for a productive 


New York 17, N.Y. 


POSITIONS WANTED 


NEED 4A COPY SUPERVISOR? 


Now No. 2 man in $10 million branch of- 
fice of one of ten biggest agencies. Have 
planned and written campaigns for 8 of 
the top 100 national advertisers. 7'2 yrs. 
of 4A agency experience. Asst. Adv. Mer. 
Creative mer- 


| 


of advertising production desirable. Some | 
travel. Large New York Corp. $6000. Send | 


of large company 4 yrs. 
chandising head of agency 1 yr. Copy-| 
contact 1 yr. Now handling third copy su- 
pervisor job. Only 3 jobs in past ll‘ 
yrs. Know print, TV, radio—food, package 
goods, hard goods, industrials. 35, married. 
Want copy chief, supervisory job. Asking 
$15,000-plus. Will relocate. Next 10 yrs. 
will be most productive of career. May I 
put them to work for you? 

Box 8440, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ADV. SALES PROMOTION MAN 
Thoroughly experienced in copy, layout, 
production, all phases of promotion. Ver- 
satile, energetic. 33. Prefer Chgo. 

Box 8441, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


office. If you're a good news writer with 


| geles 36, California. 


product publicity experience and sound 
PR sense, you'll like this opportunity. Our 


staff knows of this ad, and your inquiry | 
is in full confidence. Please send detailed 
resume to Box 8437, Advertising Age. 

200 E. Illinois St., Chicago 11, Illinois 


We need an 


ADVERTISING 
COPY-CONTACT, Consumer ......to $10,000 | 
COPY CHIEF, Consumer ............to $20,000 | 
MERCHANDISING, Appliances ..........99,000 | 
ADV‘G. ASST., Production ......... ..$7,200 
DIRECT MAIL SUPV., Letters $7,500 | 
MEDIA DIRECTOR, Consumer ..........$8,000 


SHAY EMPLOYMENT AGENCY 
30 W. Washington 


Chicago 2, Illinois 


Salesman 
Point of Purchase Dispiays 


Manufacturer producing per- 
manent type displays of 
wood, hardboard, wire metal 
and plastics, has cpening for 
qualified salesman. Only men 
with present experience in 
the Point of Purchase display 
field will be considered. Lib- 
eral drawing account against 
commission. 
Box 993, Advertising Age 

200 E. Illinois St., Chicago 11 


| 
| 
| 


la 
w 


Advertising Manager 


You would be involved in every- 
thing from dealer support . . . to 
sales training . . 


Experience in our particular 


with the stuff to become 
eventually 
V.P. in P.R. 


9 We are a major 
f{ chemical manu- 
(—  facturer in Los 
Angeles. Our 
products reach 
farms, plastic 
manufacturers, 
and industry in 
general. 


‘ . to public re- 
tions . . . to coordinating work 


ith our advertising agency. 


SALES REPRESENTATIVES 


for our complete, nationally 


| 

| 
know line of outdoor and indoor || 
illuminated clocks and plastic | 
signs. Exclusive territory ar- 
rangement. Regular on-the-job 
help from Sales Manager. Sales 
promotion support. Full time on | 
drawing account plan in Chicago. 
Factory representative plan in St. 
Louis, Detroit and Atlanta. | 


DUALITE PRODUCTS, INC. 
Warrick & Settle Streets | 
Cincinnati 27, Ohio 


PRODUCTION MANAGER 


Medium sized agency with quality 
clientele, looking for an alert person 
who wants to join a compact grow- 
ing firm. Salary $5,000 to $7,000. 
Phone Robert Witt. DEarborn 2-5106 


product lines is pertinent but not 
essential. Please tell us why you 
are our man. Include names of 


CURRENT OPENINGS! 


Sr. Copywriters ..... $10,000 to $20,000 
Foods, Packaged Goods, Hard Lines 
Merchandising Mgr. ..............$14,000 
Durab!e consumer goods or related 
Mdsg.-Prom. Manager $10,000 
Canned foods, detergents or related. 


Account Executive osese $17,000 
Packaged foods or related. Good copy. ONE OFFICE 
Acccunt ‘Executive ; eae ees» $10,000 
Parm foods or related. Good copy. AVAILABLE 
Asst. Media Director ............. $10,000 ; at this sma 
Solid in all printed media. , North wt 
Public Relations Mer. .............$7,000 @ Near North address 
Good all-around P/R background. 15’ x 20’ office. 
Asst. Public Relations Mgr. ...... 000 Air Conditioned. 
Experience in product publicity. Receptionist. 
GEORGE £. PYLKAS National Sporting 
Executive Personnel Consultant Goods Association 
716 N. Rush 


WABASH AGENCY 
202 S. State—Chicago 4—WAbash 2-5020 


} 
other people who think you would 
fit, too. 
A 
| 


tially and promptly. 


ll inquiries answered confiden- 


Box 992, Advertising Age 


| 200 E. Illinois St. Chicago 11, Ill. 


Chicago 11, til. 
DE 7-3870 


AGILE PROMOTION MANAGER— 
PUBLISHER’S ASSISTANT 


MARINE CAPTAIN returning civilian career wishes 
take big load off busy business paper publisher’s desk 
handling promotion for advertising, circulation, or both; 
coordinating “1001” details getting out publication. Ten 
years tested experience on advertising, food, homefurnish- 
ings, amusement papers, publicity. Own 4x5 press camera 
—will double as publication photographer; save you time, 
money on photos; ensure fast, economical, thorough cov- 
erage your conventions. Skilled freehand drawing—means 
sales-pulling layouts. Recently returned fourth trip Far 
East—offers you excellent chance capitalize first hand 
travel experience half way ’round world. Military special- 
ties: public relations, communications. Not subject recall. 
Am 39; have MBA Chicago U, BA (Journalism) Wiscon- 
sin U. Salary: open. Box 995, Advertising Age, 200 E. 
Illinois St., Chicago 11, III. 


INCREASING 
DEALER TRAFFIC AND SALES 


Competitive marketing condi- 
tions today at the consumer and 
retail level make it important 
that new merchandising and 
promotion ideas be activated 
that have demonstrated store 
traffic and selling power. 
Our experience is proving that 
well planned merchandisin 
romotions at the local retai 
evel can build dealer traffic and 
profitable sales. 
We will be very happy to con- 
sult with you or any members 
of your organization. 


DRAKE MERCHANDISING 
COMPANY 
185 North Wabash Ave. 
Chicago 1, Illinois 
FRanklin 2-4842 


“Our 45th Year” 


TV WRITERS $10,000. 
National agency opening midwest. 
Recognized agency experience in 

ts and full commercials. Mail 
abstract including commercials 
written for network. 


GLADER CORPORATION 
Staniey D Rock DAena? Di 
110 S. Dearborn CE 6-5353 "Chicago 


Links creative 


ART DIRECTOR OR ASSOCIATE 
layout design to sound 


ADVERTISING SALES REP 
Chicago and Mid-West 


advertising judgment backed by 19 years Medical and consumer publications. Re- 
experience in 4A agencies. 


Box 8442, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


With multi-million 
Florida offer 


ADV. & SALES PROM. MGR. 
indust. co. desires 


(health); 31; 7 yrs. exp.; 


now earning 5 figures; will consider $8,- 
| 500. In Fla. for interview July 2-20. 


Box 8444, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


in 


ART DIRECTOR 


Asst. Adv. Manager familiar with han- | 12 yrs. adv. & art exp. on ntl. cons. accts. 
dling of trade show exhibits. Knowledge 


TV & print. Seek growing Chicago 


agency position. Can fit title. 


200 


Box 8443, ADVERTISING AGE 
E. Illinois St., Chicago 11, Illinois 


COPYWRITER AVAILABLE. Farm feeds; 


2lso 
| hardware 


transportation, drugs, cosmetics, 
Radio, TV, publicity, space. 


AD AGENCIES: Check feed field: BIG. 


Box 8445, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


CREATIVE ARTIST 


Ex. A. D. or layout man with fresh, mod- 


ern approach to creative ideas and de- 


sign. Extensive background in adv. and 


graphic arts from visual to final, 
prod. 


and 
to typo. Desire Southwest or Fla. 


location. Box 8427, Advertising Age. 


200 E. Illinois St., Chicago 11, Illinois 


CREATIVE ART DIRECTOR 


Desires position with agency in New York 


or Philadelphia. 


Now associated with 4A 


Midwest agency. 10 years experience. 


Box 8446, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


4 


“0 inueu ume and excellent contacts. 


| Sorniags can be substantial for represen- 


tative with experience and ability. Send 
resume to Mr. S. Robbins, MD Publica- 
tions, Inc., 30 East 60 St., N.¥.C. 22. 
BUSINESS OPPORTUNITIES 
WEEKLY NEWSPAPER FOR SALE 


Reason for selling—going to 
iarger field. Box 8418, Advertising Age. 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 

HIRE YOUR ADV-SALES PROM. MGR. 

BY DAY-WEEK-OR JOB.... 
Creative ideas, copy that sells. Skilled all 
phases adv. and sales promotion. Simply 
drop business card in envelope. 

Box 8447, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

SALES LETTERS WRITTEN BY EXPERT 
Lucky! 


When your OUTDOOR ADVERTISING 
Program for Boston and New England... 
calls for Specialized Service... Contact 
COMERFORD GENERAL ADV. BUREAU, 
58 Greaton Road, Boston 32, Mass. 
Stock color illustrations for advertising. 
200,000 varied subjects by top photog- 
raphers. Also one million black and 
whites. Selection on request, FPG, 62 W. 
45 St., N.Y.C. 


MAN OF EXPERIENCE 


qualified to represent an 
established Newspaper 
Syndicated Advertising 
Service Firm. Sales terri- 
tory’ composed of several 
states. Advertising ideas 
for only top flight busi- 
nesses in each area, with 
ample prospects for com- 
missions to exceed $1,200 
per month to a salesman. 
If interested outline ex- 
perience, type car owned, 
part of country preferred 
and present affiliation. 
Strictly confidential. Inter- 
view necessary. 

Box 990, Advertising Age 
200 E. Illinois St., Chicago 11 


VERSATILE LAYOUT 
MAN ARTIST 
Medium sized agency seeks man 
to work into key spot. Salary $6,500 
to $8,500. Must work well with peo- 
ple and have feeling for merchan- 
dising. Phone Robert Witt, DEar- 

born 2-5106. 


PROPER REPRESENTATION 
—_— 


CAN MAKE 
THE 


PACKAGE DESIGN 
SALES EXECUTIVE 


One of the largest package design con- 

sultants in New York has an opening for 

@ sales executive to solicit nationally 

known facturers of kaged mer- 

handi hould have ~ following 
tics: 


OUTSTANDING OPPORTUNITY 
FOR A YOUNG EXECUTIVE 


A financially sound company 
exclusively engaged in transit 
advertising in a large, progres- 
sive, midwestern city needs im- 
mediately a proven salesman, 
energetic organizer, and skillful 
administrator, with a _back- 
ground in advertising, to take 
complete charge of the opera- 
tion with the title of President. 
Excellent starting salary will 
grow with results. Company is a 
subsidiary of an AaAl corpora- 
tion. Reply giving complete bus- 
iness, educational and personal 
background. All inquiries confi- 
dential. 


Box 991 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TELEVISION FILM 
COPY WRITER 

We need a top notch experi- 
enced TV commercial writer 
who has plenty of imagination. 
The writer who qualifies will 
head a group and be paid ac- 
cordingly. Our agency handles 
national drug and cosmetic ac- 
counts on a multi-million-dol- 
lar scale, so experience in this 
field will be a plus. If you’re the 
one we want you'll participate 
in semi-annual cash bonus, 
profit-sharing trust plan and 
liberal vacation program. Our 
need is urgent, so if you want 
a job in Chicago let us know 
about you. Send all details, in- 
cluding salary expected and 
references in first letter. 

Box 994, Advertising Age, 200 E. 
Illinois St., Chicago 11, Illinois. 


PERSONAL 


Firms in all parts of the country work with me, 
by mail, on 
folders, letterheads and similar advertising 
pieces. If you would like to see reproductions of 
some of these assignments write for a free, 
pocket-size portfolio. RAYMOND LUFKIN, 
124 West Clinton Ave., Tenafly, New Jersey. 


the preparation of their booklets, 


He s 

background and characteris’ 
Substantial experience in packaged mer- 
chandising, materials and a 
ability to use this experience effectively. 
Creative, imaginative and inventive, yet 
practical. Able to verbalize ideas rapidly 
whether oral or written. 
Ability to understand motives of others 
and to size up complicated human rela- 
tions situations. Enjoy contact work and 
find persuading others rewarding. Abie 
to work with sustained concentration and 

pay proper attention to both details 
and the overall aspects of the job. An 
effective organizer and administrator able 
to grow into a position of top level re- 
sponsibility and decision making. 
Our staff knows of this ad. Replies will be 
held in strict confidence. 
ADVERTISING AGE 


New York 17, N. Y. 


Box 997 
480 Lexington Ave. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment ently 
59 E. MADISON + SUITE ee 


BIRCH 
* 


Executive 
Placement 


Counselors (latest 65690 


ACCOUNT EXECUTIVE 
To service electric utility accounts for 
rapidly growing 4-A agency in Midwest. 

merchandiser, ad formatter, copy 
critic, idea man. Age 27-35. At least five 
years’ major utility experience 
edge of agency procedure helpful. 
give us complete details on experience, 
responsibilities. interests. Include salary 


requirements. 
BOX 996, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


CHICAGO 
ADVERTISING AGENCY 
PERSONNEL 


% Whether you are the head 
of an agency or one of the men 
behind the desks, we may be 
able to help you — and it won’t 
cost you a cent! 

*% Our PROFESSIONAL 
DIVISION serves many of Chi- 
anaes leading advertising and 
publicity agencies, ne pers, 
magazines, radio and sta- 
tions. 

% Our files contain applica- 
tions from graduates of 106 col- 
leges and universities. We have 
copy writers, artists, media peo- 
ple, editors, free lance writers. 

% No fees charged applicants 
or employers. 

Professional, Sales & Clerical Office 
Illinois State Employment Service 
73 West Washington Street 
Financial 6-3960 
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Potter Mellin Pischke Roy 


DID IT THEMSELVES—A Junior Achievement company in the Detroit 
area assembled the Royal Achiever automobile (using Dodge com- 
ponents) shown here and sold it—for a profit—to Ross Roy, pres- 
ident of Ross Roy Inc. Here Maggie Pischke, 16, vp, fastens on the 
license plate while G. M. Potter, sales adviser, Betty Mellin, sales 
manager, and Mr. Roy look on. Mr. Potter is an employe of the 
Marine & Industrial division of Chrysler Corp., which sponsored the 
J. A. company. 


Majer Co. Chose Zlowe to Handle National 
Ad Debut on Basis of Market Research Job 


(Continued from Page 2) | breaks with conventional advertis- 

ing of the advertising. |ing of slacks. Usually slacks are 
“The first ads were timed for shown with waist-down only fig- 
Father’s Day selling and played up|ures; the Majer ad shows a full 
the fact that the U.S. Olympics |figure. A copy strip is used across 
team has officially selected Majer the body of the figure. In the in- 
slacks. To cooperate with retailers, |dustry, Mr. Kramon said, this has 
a series of merchandising aids|created a good deal of comment. 
Mr. Kramon says Majer was the 


eG pee ae ) | first manufacturer in the field to 
: put a label on slacks and promote 
|them nationally at a price range 

oH “ ‘between $18.50 and $27.50 a pair. 
Shap warm asows ns ae ered | The retail response to Majer’s 


. jinitial advertising, Mr. Kramon 
Fe |said, has been gratifying. He be- 
lieves it is only a matter of time 
|before men become more slack 

» \conscious and brand conscious. 
ey | He emphasized that Majer is not 
out to battle suits. As sales volume 


|grows, he said, so will the ad- 
|vertising budget. He hopes business 
| will grow as a result of the cur- 
jrent advertising, but he is not 
jlooking for specific sales results 
for every ad. 


s He is aware that it will take 
time to build. But he is also con- 
scious that the company was 
founded 25 years ago “with less 
money in the till than the cost of 
the first ad in The New Yorker.” 

Mr. Kramon believes more slack 
makers will enter the national ad 
field in the near future and that 
there will be an industry drive to 
promote brand name merchandise. 


ail 
SLACKS SEASON—This b&w page in 
the May 28 issue of The New York- 
er was Majer Co.’s first undertak- 


ing as a national advertiser. Zlowe 
Co., New York, is the agency. 


were prepared and have been sent 
out.” 


These consist of a mounted pre- 
print of the ad with the legend: 
“As seen in The New Yorker” for 
counter and window display. 
Glossy prints of the ad were sent 
retailers for use in their own ad- 
vertising. Suggested ad copy was 
supplied, as well as commercials 
for radio spots and Olympics post- 
ers in full color for window and 
store display. In addition, dealers 
were given a number of promo- 
tional ideas. 


s A thing that makes the current 
Majer ad distinctive is that it 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
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PUBLICITY COMMERCIAL 


CONVENTION INDUSTRIAL 


KEAR Closed for Taxes 

KEAR, San Francisco, has been 
closed by the Internal Revenue 
Service for non-payment of taxes. 
The station will be sold unless the 
tax is paid. Seven liens have been 
filed against KEAR, totalling more 
than $25,000. The latest claims 
charged that the owner, Stephen 
A. Cisler, held nearly $7,000 out of 
employe pay checks but failed to 
forward the money to the govern- 
ment as withholding tax and So- 
cial Security payments. Mr. Cisler 
said he is trying to raise enough 
money to satisfy the most urgent 
of the tax claims and get his sta- 
tion back on the air. 


Oregon Adclub Elects 

Don Ostensoe, ad director of the 
First National Bank, Portland, has 
been elected 1956 president of the 
Oregon Advertising Club. Other 
new officers are Orm Binford, 
Metropolitan Press, vp, and Bob 
Woodruff, the Oregonian, secre- 
tary-treasurer. 


WASHINGTON, June 6—A Federal 
Trade Commission hearing exam- 
iner emphasized today that promo- 
tional allowances which are based 
on individual negotiations will not 
stand up under the Robinson-Pat- 
man anti-discrimination law. 

In an initial decision proposing a 
cease-and-desist order against At- 
lanta Trading Corp., New York, 
Hearing Examiner Frank Hier re- 


cide whether to grant them, but he 
must make them available on pro- 
portionately equal terms which 
have been explained to all cus- 
tomers. 

His decision is the first in a se- 
ries of cases which FTC initiated 
last November attacking allow-| 
ances which were obtained by two 
large East Coast supermarket 
chains from suppliers who under- 
wrote co-op advertising for “an- 
niversary” sales. 

Atlanta is one of 11 suppliers ac- 
cused of giving illegal benefits to 
Giant Food Shopping Centers 
Inc., Washington, and Food Fair, | 
Philadelphia. Complaints contend- | 
ing the chains violated the law by | 
soliciting the allowances are also} 
pending. 


= Mr. Hier noted Giant received 
$2,500 in allowances after buying 
$250,000 of hams and other meat 
products from Atlanta, while com- 
peting stores, with purchases of 
$3,109, $631 and $6,110 respective- 
ly, received no promotional sup- 
port. 

To Atlanta’s defense that it of- 
fered promotional deals to any 
likely outlet the examiner said: 

“...The record clearly shows 
that each such solicitation was on 
a vague and unformulated basis 
contemplating individual negotia- 
tion with the outlet in each in- 
stance without reference to any 
proportional terms, or any effort 
to proportionalize payments to a 
selected or fixed standard, such as 
purchases. This does not comply 
with the law as the hearing exam- 


FTC Examiner Asks Restraining Order vs. 
Atlanta Trading Corp. 


iterated that a seller is free to de-| 


95 


for Illegal Ad Benefits 


| iner understands it.” 

| The law, the examiner summar- 
| ized, requires the following things 
| of a seller: 


@ He is free to choose whether to 
| give promotional allowances; if he 
does, he is free to choose the base 
on which to make the payments 
|(such as dollar value of pur- 


chases). 


® The base must be measurable | 
and capable of being proportioned | 
to payments. |FLORENCE SMITH MITCHELL has been 
|jnamed advertising manager of 
| Hollywood-Maxwell Brassiere Co., 
|Los Angeles, effective June 18. For 


@ The base must be within the 
reach of all competing customers. 
For example, a seller cannot limit 


advertising to media of such wide 
circulation and high expense that 
only his larger customers can af- 
ford to participate. 
e@ The base and the terms of pay- 
ments must be definitely and un- 
derstandably stated to all custom- 
ers and affirmatively offered to 
them. The seller cannot determine 
in advance that a particular cus- 
tomer cannot or will not take ad- 
vantage of the offer. He also can- 
not determine that the amount 
which would be available is too 
small to bother with. 
e He must require from all the 
same proof of services contracted 
and paid for; payments made must 
be in the same proportion to the 
base selected to all customers. 
e The seller may have more than 
one plan, but each must comply 
with these conditions; in the event 
a seller enters into a cooperative 
promotional allowance plan de- 
vised and offered by a customer, 
he adopts this plan as his own. It 
must be affirmatively offered to 
all other customers under the con- 
ditions outlined here. 
e When different plans are predi- 
cated on different products, the 
products must actually be different 
from a competitive standpoint, not 
merely distinguishable by reason 
of size, weight, and packaging. 
The decision is subject to re- 
view by the full commission. 


Cleveland t.f.Club | 
Ad Awards Swept 
By Local Agencies 


CLEVELAND, June 5—Black-and- 
white advertisements white- 
washed color, seven to one, in 
capturing awards in a regional 
competition sponsored by the 
Cleveland t.f. Club for industrial 
advertising. 

A record 240 entries were sub- 
mitted from northeastern Ohio, 
Pittsburgh and western Pennsyl- 
vania, and from the Buffalo area. 
The club had limited its previous 
contests to northeastern Ohio. 


HANDY—This dispenser for Drew- 
ry’s Beer stands upright in the re- 
frigerator and provides automatic 
serving of cans. Container Corp. 
of America, Chicago, designed and 


produced the “dispenser pak.” 


‘honors and Cleveland agencies 
|swept all eight places for the prep- 


Five Cleveland companies won 


aration of 1955 industrial ads. Two 
of the agencies, Griswold-Eshle- 
man Co. and Palm & Patterson, 
each took two awards. 


s Competition ranged through 
four categories—new product in- 
troduction, product promotion, in- 
stitutional or public relations type 
advertising, and inquiry advertis- 
ing—with awards going to the best 
page ad and the best fractional 
page in each category. 

Judges in the contest were Dr. 
Joseph E. Bachelder, director, In- 
dustrial Advertising Research In- 
stitute, Princeton, N. J.; Dr. D. 
Morgan Neu, vp and technical di- 
rector, Daniel Starch & Staff, Ma- 
maroneck, N.Y., and Mills Shep- 
ard, president, Mills Shepard 
Readership Service, Bronxville, 
N.Y. 

The winning companies 
their agencies were: 

New Product Introduction: Full page— 
Dennison Engineering Co., Columbus, 
Griswold-Eshleman Co. Fractional page— 
Libbey-Owens-Ford, Toledo, Fuller & 
Smith & Ross. 

Preduct Promotion: Full page—B. F. 
Goodrich Industrial Products Division, 
Akron, Griswold-cshleman Co. Fraction- 
al page—Arco Co., Cleveland, Bayless- 
Kerr Co. 

Institutional: Full page—National Mal- 
leable & Steel Castings Co., Cleveland, 
Palm & Patterson. Fractional page—Co- 
lumbian Vise & Mfg. Co., Cleveland, Palm 
& Patterson. 

Inquiry advertising: Full page—Tocco 
Division of Ohio Crankshaft Co., Cleve- 
land, Palm & Patterson. Fractional page 
—Freeway Washer & Stamping Co., 
Cleveland, C. D. Heiser Agency. 


Radio TV Reps Moves 
Radio Tv Representatives has’ 
moved to a larger New York office 


and 


at 7 E. 47th St. 


|\the past four years a free-lance 
consultant in Los Angeles, Miss 
Mitchell previously was advertis- 
ing manager of H. W. Gossard Co., 
Chicago, for 15 years. 


Appliance Maker 
Used Ads to Fix 
Prices, Says Suit 


(Continued from Page 3) 
way, Moffats tried to control the 
prices inserted by dealers in ad- 
vertisements, the commission re- 
ported. 

Resale price maintenance was 
forbidden by the Canadian Pariia- 
ment in December, 1951, when the 
Combines Investigation Act was 
amended to provide that no man- 
ufacturer may require or induce a 
wholesaler or retailer to maintain 
prices fixed by the manufacturer 
or to attempt to do so directly or 
indirectly. 

A manufacturer is also forbid- 
den by the amendment to refuse 
supplies to a wholesale or retail 
customer because it has failed to 
maintain the manufacturer's prices. 


s In its decision, the commission 
expressed the opinion that an at- 
tempt to control the price at which 
a retailer advertises an article is 
an indirect attempt to control re- 
sale prices and contrary to the an- 
ti-combine legislation. 

“By the simple device of offer- 
ing an attractive advertising al- 
lowance to retailers who were pre- 
pared to advertise at prices speci- 
fied by the manufacturer, control, 
for all practical purposes, could be 
secured over selling prices, and the 
door would be opened wide for the 
defeat of the legislation, with con- 
sequent disadvantages to the pub- 
lic,” the commission asserted. 

“In the opinion of the commis- 
sion, a provision that an advertis- 
ing allowance will be paid if a re- 
tailer advertises at prices specified 
by the supplier cannot avoid hav~- 
ing the effect of an inducement to 
the retailer to observe such prices 
in the resale of the articles. It is, 
therefore, contrary to the principle 
of the legislation. 


s “Further, the commission be- 
lieves the efforts of Moffats Lid., 
in attempting to controi the prices 
of its products in the hands of 
dealers, went beyond the mere an- 
nouncement of the conditions of its 
co-operative advertising plan, and 
efforts were made in various ways 
—for example, by joint meetings 
of dealers—to induce dealers to 
follow a common policy with re- 
spect to advertising Moffat prod- 
ucts at agreed prices.” 


Bayol Heads Trademark Assn. 

Edgar S. Bayol, press counsel of 
Coca-Cola Co., has been elected 
president of the United States 
Trademark Assn. He has been & 
director for the past three years. 
Dorothy Fey was reelected execu- 
tive secretary. 
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PLAYBOY FIGURES 
WITH OVER 750,000 


IMPORTANT YOUNG MEN 


These facts about PLAYBOY’s readers 
have special meaning for you: 


29 is average age 

71.9% have attended college 

55.7% have vacationed abroad 

87.7% own an automobile 

81.3% smoke 

$80.66 was amount spent on last suit 

47.8% are in executive or professional positions of responsibility 


24.6% are men currently enrolled in college 


CONCLUSION: 


There are two magazines that reach the class male market. Of these, only 
PLAYBOY delivers the younger man... the trend-setter spending his 
way up in the world. 


In a young man’s world, PLAYBOY is top drawer with the 
important young men you've got to sell first. 


ABOVE FIGURES FROM A SURVEY OF PLAYBOY'S READERS CONDUCTED BY THE INDEPENDENT 
RESEARCH FIRM OF GOULD, GLEISS & BENN, INC. 


“ip 


PLAYBOY ADVERTISING DEPT., 11 E. SUPERIOR, CHICAGO 11, ILL. 


I am an agency executive (or advertiser) and I’m interested in the new 
PLAYBOY READER SURVEY and the complete details on your merchan- 


dising program. Send a copy of the new PLAYBOY, too. r L AY # OY 


NAME POSITION 


COMPANY pes ADORESS 11 E. Superior ° Chicago 11 - MI 2-1000 
city STATE 270 Park Avenue +» New York 17 « PL 9-3076 
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